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THE NATIONAL NEWSPAPER OF MARKETING 


eneral Mills Tuesday told all 
bout the research techniques 
sed to evaluate the 400-lines-a- 
ay newspaper test General Mills 
las been running in the Chicago 
mribune for 14 months, but skil- 
lly dodged the $64 question: 
“Is the experiment proving suc- 
pssful?” 

Speaking before the Chicago 
hapter of the American Market- 
g Association, the General Mills 
arket analysis head said he 
puldn’t answer that question be- 
pause all the research isn’t in yet 
md all the decisions with refer- 
nce to the future of the column 
ave not yet been made. 


The test is one of the most ex- 
austive and expensive ever made, 
d the results are of prime con- 
ern to a host of advertisers and 
a all media. It involves a 400-line 
ty Crocker editorial-type food 

olumn, running Monday through 


meneral Mills’ Newspaper Test Gets 
igh Readership, But Sales Are ? 


Cuicaco—Gordon Hughes of 


Friday each week in the Chicago 
Tribune. : 

The test started on Jan. 17, 1949, 
and is committed to run through 
June. It calls for 2,000 lines a 
week, or 104,000 lines a year, 
which at the minimum national 
rate is costing General Mills ap- 
proximately $140,000 for a year, 
or about $200,000 for the life of 
the test. 

General Mills, which has here- 
tofore spent only a minor portion 
of its huge promotional budget in 
newspapers, was induced to make 
the test by the American Associa- 
tion of Newspaper Representatives 
and the Tribune. 


@ The company accepted Chicago 
and the Tribune as its testing 
grounds largely because Chicago is 
a tough competitive market for 
General Mills; GM physical facili- 
ties are so set up that it is rela- 
tively easy to segregate deliveries 
(Contiued on Page 8) 


af air Trade War 
Stalemated with 
uts Continuing 


New York—Operating behind 
urtains of silence, warring fac- 
ions lined up for and against fair 
rade last week as R. H. Macy & 
o. continued to shave prices on 
lectrical houseware items on sale 
the department store’s base- 
ent. 

Macy followed up its earlier re- 
uctions (AA, March 13) with tag 
uts March 15 on General Mills’ 
moaster, which dropped from $21.95 
© $17.54, and Dominion Electric 
orp.’s 1115 Model toaster, down 
I $10.95 from $15.95. Other late 


uts included a drop in the price 
\q Chicago Electric Mfg. Co.’s 
miandyhot toaster from $12 to $9.34 
nd a decrease from $21.95 to 
@17 for Camfield Mfg. Co.’s C-3 
aster. 


Still further fair trade violations 
ere involved in the store’s reduc- 
Bion of Electrahot twin waffle bak- 
rs from $10.49 to $7.98, and the 
ilbert mixer from $39.95 to 
31.94. 

At Bridgeport, Conn., a spokes- 
man for General Electric Co.’s ap- 
bliance and merchandising depart- 
ment, which was among the first 
© suffer price cuts, told AA that 
E has no statement to make other 
han that the company expects its 
ealers to comply with fair trade 
greements in merchandising GE 
products. 


Proctor Hlectric Co., another 
ectrical houseware manufacturer 
Merhose prices were cut by Macy 
mn its Neva-Lift iron March 7, 
Anounced in Philadelphia that 
wery legal action will be taken to 
mforce compliance with fair trade 
aWs on its electrical appliances. 


(Continued on: Page 4) 


Return Seen of Toys 
Selling for a Dime 


New YorK—Toys and novelties 
retailing at 5¢ and 10¢ will be seen 
before the end of the year, Mar- 
vin E. Smith, managing director 
of the National Association of Va- 
riety Stores, predicted last week 
at the association’s annual con- 
vention. 

The return of merchandise of 
this type is made possible by in- 
creased use of plastics, he ex- 
plained. Manufacturers are con- 
verting to the use of plastics on 
a very large scale, he said. 


a “Despite the record number of 
Japanese imports now coming to 
this country,” Mr. Smith said, 
“American manufacturers have 
nothing to fear. There is a tremen- 
dous market for old-time dime 
store merchandise.” 

Buyers visiting the convention 
were from many foreign countries, 
including two representatives of a 
new six-store variety chain in Tel 
Aviv and a representative from a 
chain in India, Registration was 
reported at 2,500. 


Looking at 
P. I deals from another 


angle. See ‘Voice,’ Page 
64. Other features: 


Advertising Market Place 
Advertising in the Test Stage 
Along the Media Path 
Chain Store Sales 
Coming Conventions 
Creative Man’s Corner 
Department Store Sales 
Editorials 
Employe Communications 
Eye and Ear Dept 
Farm Publications Lingage 
Getting Personal 
Information for Advertisers 
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IN MAY, YET—This May 6 Saturday Eve- 

ning Post page and other magazine ads 

will be run through the warm-weather 

months by Lennox Furnace Co., Marshall- 
town, la. 


Magazines Put 


Under Quebec 
Censorship 


QuEBEc—A bill providing broad 
censorship powers over magazines 
has been passed by Quebec’s legis- 
lative assembly. 

It requires the approval of the 
legislative council and the lieuten- 
ant-governor, both government-ap- 
pointed, to become law. Such ap- 
proval is called virtually auto- 
matic. 

Although the bill is broadly 
worded and has sharp teeth in it, 
opinion among both Canadian and 
U. S. publishers is that only ob- 
viously “corruptive” matter will 
be affected. They make it clear, 
however, that the bill is drastic 
and poses dangers. So far as AA 
has been able to determine, no 
other Canadian province has so 
stringent a law. 

The bill provides for seizure and 
confiscation of “any publication 

(Continued on Page 72) 


Hooper Charts 


in Big Cities 

New Yorx—What is the public- 
ity-wise newcomer, television, do- 
ing to radio, which reaches prac- 
tically everybody in the country 
with a yen to listen? 

In the markets covered by C. E. 
Hooper Inc. (see chart on Page 69), 
TV now commands the attention of 
from 4.0% —in Birmingham — to 
46.1% in Baltimore — of the total 
evening broadcast audience. In 
New York, Philadelphia and Wash- 
ington, video’s share of the eve- 
ning broadcast audience is over 
40%. 

Television also is beginning to 
muscle in on the daylight audience. 
Mr. Hooper’s chart shows figures 
on afternoon viewing in 13 cities. 
In all of these, TV’s portion of the 
audience exceeds 10%. In New 
York video scores 25.5% during the 
afternoon hours. 


a On the other hand, A. C. Nielsen 
Co., which has audimeters in places 
where television is still just some- 
thing radio comedians joke about, 
has facts that indicate radio is 
holding its own. 

This company’s argument is that, 
while radio listening in Nielsen 
Radio Index homes was off slightly 
in January-June, 1949, compared 
with January-June, 1948, this was 
offset by the increase in the num- 
ber of radio homes. 

The number of radio homes in 
1949 (January-June), according to 
industry estimates, was 39,300,000 
—a gain of some 4% over the pre- 

(Continued on Page 69) 


Last Minute News Flashes 


Crowell-Collier Shakes Up Sales Staff 


New YorK—E. P. Seymour, formerly advertising manager of Wo- 
man’s Home Companion, has been appointed advertising director of 


Crowell-Collier Publishing Co. He succeeds T. L. Brantley, who has 


been named to the newly created post of vice-president in charge of 


Companion, succeeds Seymour and 


sales. R. B. Alexander, formerly eastern advertising manager of the 


is in turn succeeded by Earl Truax, 


a member of the magazine’s sales staff. John P. Kincaid is now western 
advertising manager of Collier’s and Frederick J. Maxted is assistant 


advertising manager of that magazine. 


Eaton and Holt Join Erwin, Wasey 


New YorK—Erwin Wasey & Co. has appointed Arthur H. Eaton, 
formerly with Young & Rubicam and Sherman K. Ellis Inc., as copy 
director to succeed Laurence F. Triggs, who has retired. The agency 
has also named Walter W. Holt, previously an account executive with 
Duane Jones Co., as an account executive in its drug section. 


Campbell Ups Budd, Adds Lever's Stevens 


CAMDEN, N. J.—R. M. Budd, advertising manager of Campbell Soup 
Co., has been promoted to the newly created position of general adver- 
tising manager. H. M. Stevens, formerly brand manager for Lifebuoy 
and Rinso with Lever Bros. Co., has joined Campbell as advertising 
manager of soups. (H. Gorden Scowcroft recently quit Lever as con- 
sumer research chief to join Campbell as an executive in merchandis- 
ing and research.) J. R. Johnson, formerly assistant to Mr. Budd, has 
been named advertising manager in charge of Franco American 


products. 


(Additional News Flashes on Page 73) 
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{ AM Rates Relatively 
; High? Opinion Differs 


Question Is Whether 
TV’s Rise Should Bring 
AM Rate Reductions 


By MaurINE CHRISTOPHER 

New York — Advertisers, agen- 
cies and broadcasters last week 
reacted variously to the suggestion 
that the time has come for radio 
networks to lower their AM rates 
in boom television cities. 

Heightened interested in TV’s 
inroads on radio’s audience and 
subsequent rate implications fol- 
lowed an appeal from Miles Lab- 
oratories to the networks to help 
“old friends” get on the “television 
bandwagon” by reducing radio 
charges, thereby freeing funds. for 


In a speech before the National 
Television Conference in Chicago, 
L. E. Waddington, radio-TV direc- 
tor of Miles, made a formal re- 
quest for what a great many ad- 
vertisers have been wishing for, 
and talking about informally, for 
many months. He asked for a cut 
in proportion to the cut video has 
taken out of radio’s circulation. 


a James Hill Jr., president of 
Sterling Drug, one of the top 
spenders in network radio, heartily 
endorsed the idea. “I agree that 
the cost of radio should be re- 
duced,” he said. “After all, radio 
isn’t delivering the audience it 
once did. And it seems logical that 
the reductions should be made in 
TV cities, because that’s where 
listening is declining.” (See Page 
69 for AM, TV share of audience.) 

Mr. Hill pointed out that a slid- 
ing rate adjustment would be sim- 
plified somewhat by the fact that 
the “three leading radio net- 

(Continued on Page 69) 


Beauty Milk Shampoo 
Tested in Madison 


Cuicaco—As a result of its suc- 
cessful newspaper test in Madison, 
Wis., Beauty Milk shampoo prob- 
ably will be extended to Peoria 
and Joliet later this spring on a 
test basis. 

First newspaper copy (1,200 
lines), broke in Madison on Feb. 
22 and was followed by smaller 
cartoon-style reminder ads. Both 
large and small-space ads will be 
used for the duration of the test. 

After deciding to enter the Madi- 
son market, Beauty Milk Co. man- 
aged to secure 100% distribution 
in one day. 


= To date, no radio has been used, 
but radio spots may be used in the 
Peoria and Joliet tests. In one city, 
radio will be used to kick off the 
promotion. In the other, newspa- 
pers and radio probably will be 
used jointly. 

Future plans are still tentative, 
but when the most effective pat- 
tern has been established later 
this year, the company expects to 
enter Chicago and other large mid- 
western cities. 

W. S. Kirkland, Chicago agency, 
directs the account. , 
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Announces Special Issue 

World Oil, Houston, will pub- 
lish its “1950 International Oper- 
ations” issue on July 15. The spe- 
cial issue will carry information on 
what is happening in all the oil 
producing countries of the world. 
The closing date is April 3. The 
issue will be available at $1 per 
copy. 


Joins Gates-Bourgeois 

Leonard Stone, formerly on the 
sales staff of Station WERE, 
Cleveland, has joined Gates-Bour- 
geois Advertising Agency, Cleve- 
land, as an account executive. 


NYU School to Honor 50th Year 
with Advertising Convention 


New York University’s under- 
graduate advertising organizations 
will stage a “Golden Jubilee Ad- 
vertising Convention” May 11-12 
at the Park Sheraton Hotel in cele- 
bration of the 50th anniversary of 
NYU’s School of Commerce, Ac- 
counts and Finance. Participating 
in the convention and sponsoring 
it are Alpha Delta Sigma, Mu 
Kappa Tau and the Triad League. 

The convention has been sched- 
uled as a series of panel discussions 
by leading advertising men on the 
future of advertising. 
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Coy Lambastes 
Radio and TV 
for ‘Bad Taste’ 


Defends FCC’s Action 
on Color Television 
at Oklahoma Meeting 


NoRMAN, OKLA.—Federal Com- 
munications Commission Chairman 
Wayne Coy warned broadcasters at 
the annual radio conference of the 
University of Oklahoma Tuesday 
that radio and TV listeners are 
registering a mounting protest 
against crime programs and other 
forms of bad taste on the air. 

“Unless the present’ drift is 
checked,” he declared, “it seems 
to me that the question of just 
how bad poor taste can get before 
it verges over into downright ‘ob- 


scenity’ or ‘indecency’ may be 
settled one of these days.” 

Earlier in his talk, he said FCC 
is “proud” of its diligence in look- 
ing after the public interest during 
the current hearings on color TV 
and the revision of the TV alloca- 
tion pattern. He said he hoped, but 
could not predict, that the commis- 
sion will be able to lift its con- 
struction freeze “before this year 
is out.” 


# On programming, the chairman 
said he is “fully aware” that many 
broadcasters are troubled by ma- 
terial flowing from the networks 
which they would cut off “if it ap- 
peared in a show originating in 
their own station.” 

“When a comedian gets so big 
that his network can no longer 
handle him,” he commented, “then 
we have a case of the tail wagging 
the dog. 

“The world has moved from the 
horse and buggy days to the elec- 
tronic age, but this type of come- 
dian is still peddling livery stable 
humor. The radio and the televi- 
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The ONLY Market in Which BOTH of These 


Monthly Grocery Inventory 
Indianapolis 


a “ 


Important Services are Available 


@ You'll find consumer preferences, ownership and 
buying habits for 135 product classifications . . . 
arranged in sections on foods, soaps and cleaners, 
toiletries and cosmetics, alcoholic beverages and 
soft drinks, automotive and general . . . in the 5th 
7 annual Star and News Consumer Analysis . . . You 
can study the market trends over the past five 
years with this new 1950 edition . . . and also com- 
pare trends in the 13 other markets which prepare 
a consumer analysis on the comparable Milwaukee 
Journal style. But that’s not all... 


Only The Indianapolis Star and The Indian- 
«* apolis News give you the Bureau of Advertising 
sponsored Grocery Inventory, as well as the Con- 


RESERVE YOUR 
1950 CONSUMER 
ANALYSIS.... 
OFF THE PRESS 
NEXT MONTH 


consumer preference and 


y 


sumer Analysis. It shows average units sold per 
store, total units sold, percent of distribution, and 
total stocks on hand. It may be correlated with the 
Consumer Analysis to give the complete picture of 


volume for 415 grocery 


products . .. An opportunity available in no other 
market in the whole United Statea! 

In addition, The Star and The News offer you 
the Bureau of Advertising standard data and market 
folder, and do spot and special merchandising 


checks. Whatever you need to map your sales com- 


paign for most effective results is available from the 
Star and News. . . including saturation coverage of 
the rich Indianapolis market. Write for full details! 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


RAE 0 el: BOIS C8 2 


» THE INDIANAPOLIS STAR 
THE INDIANAPOLIS NEWS 


Ba ES: AF poe agi her 
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sion carry him straight into the 
home without having taken the 
precaution to see that he is house 
broken.” 


= Mr. Coy reported that files pro. 
testing crime programs “are bulg. 
ing, and the situation is rapidly 
worsening.” 

Among the protests he quote 
was one from “the president of 4 
large transcontinental trucking 
corporation in Illinois” who askej 
“that something be done to lessey 
the impact on our children, of the 


blood and thunder, shooting, mur. |' 
der, and assault programs put on } 


the air during evening hours by 
certain advertisers.” 

He criticized Los Angeles Ty 
stations for failing to consult with 
members of the Southern Califor. 
nia Association for Better Radio 
and Television, which had sub- 
mitted a report showing a prepon- 
derance of crime and violence 
programs in the 6 to 9 p.m. period. 

Except for some improvement 
on the local NBC station, he said, 
“not one of the stations that car- 
ried the crime programs had of- 
fered to talk over the survey, and 
not one had indicated that it 
wanted to talk over the situation.” 


@ Warning that it is better for 
the industry to clean house before 
public opinion demands the more 
drastic remedy of governmental 
action, he declared that “Ameri- 
can radio generally offers such a 
wealth of wholesome entertain- 
ment and helpful educational and 
cultural programs that it cannot 
afford to do itself a disservice by 
allowing a few thoughtless offend- 
ers to tarnish radio’s good name.” 

In his summary of the TV alloca- 
tions problem, Chairman Coy said 


FCC members fear color might be 


delayed “for perhaps as long as 
two decades” if the upper TV band 
is opened exclusively for b&w at 
this time. 


ws Here is how he sums up the 
CBS and RCA cases: 

CBS: Has progressed farther 
than the others. Its system works 


well and produces “pleasing” color} 


pictures “of good quality and good 
color fidelity,” but at present it 
must necessarily use a mechani- 
cal rotating filter which limits it 
te 10” or 12” tubes. Moreover, it 
involves a change of transmission 
standards; CBS color pictures can- 
not be received on existing sets 
without an “adapter.” 

RCA: Its first demonstrations 
were unsatisfactory, even to its 
proponents. Subsequently, im- 
provements have been noted, but 
at present it relies on three tubes, 
a costly and cumbersome pro- 
cedure involving fundamental 
problems of registration. It pro- 
duces b&w pictures on existing 
sets, “but this is not color tele- 
vision.” It will not pass through 
existing coaxial cables. 


s “Getting b&w pictures on pres- 
ent receivers from color television 
deals only with an economic as- 
pect of the problem—namely, ob- 
solescence of present day receivers, 
or lack of obsolescence, or the cost 
of preventing such obsolescence 
as occurs when television pro 
grams, which a person wants t0 
see, are in color.” 

On RCA’s single three-colot 
tube, supposedly useful to either 
the CBS or RCA systems: “I hope 
with all my heart it develops ané 
that when it is shown it is per 
fect. However, in the case of this 
tube, as in the case of other much 
heralded color television marvels, 
neither the commission nor tht 
rest of the industry can afford t 
count eggs before they are hatched 
In the past I have seen too many 
press releases describing perfec 
color badly mutilated by bad per 
formance.” 

He said he could not comment 
on the Color Television Inc. sys 
tem until the commission has see#i 
additional demonstrations. 
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“The SOUTH is fast 
coming into its own 


“Agriculturally and industrially, the South is fast 
coming into its own. With a long growing season, the 
increased use of mechanized equipment and better farm- 

ing methods, Southern agriculture is rising to meet 
rapidly expanding Southern industry which is stimulated 
by abundant raw materials, responsive labor and com- 


munity welcome.” 
J. B. HILL, President . 
Louisville & Nashville Railroad Company 


“The rural South has played an important role in the 
growth of our company. Southern farm families are 
excellent customers for quality products, because they 

have the buying power to satisfy their needs and wants. 
Our confidence in the future prosperity of the rural 

_— is evidenced by our continued expansion in this 

market.” 


M. V. SNYDER, Vice President 
Western Auto Supply Company 


“Rapidly increasing sales of Gold Bond Building 
Products in the South indicate the aggressiveness and 
large potential of this market. We are expanding our 
facilities at Savannah and Mobile. The South has be- 

come an important factor in our sales, ———- 

and advertising planning.”’ 


DEAN D. CRANDELL, Vice Preaident 
National Gypsum Co. 
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THE SOUTH’S annual cash farm income has MORE THAN TRIPLED since 
1940. The yearly volume of advertising in the South’s No. 1 magazine 


"Mote THAN A MILLION 


—The Progressive Farmer—has also MORE THAN TRIPLED since 1940. 
UTHERN Where else can you find such a acre record of progress by a 
_ FARM FAMILIES magazine and the market it serves? 


In 1949, The Progressive Farmer led every sectional farm maga- 
zine in the U.S. in advertising linage and revenue. And in 1950, The 
Progressive Farmer continues to pick up momentum, with a 13.5% gain 

in advertising revenue during the first three months of this year as 
compared to the same three months in 1949. 


The South Subscribes to The Progressive Leia 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S$. Townsend Co., San Francisco, Los Angeles 
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Fair Trade War 
Stalemated with 
Cuts Continuing 


(Continued from Page 1) 

The announcement of the move, 
which Proctor admitted may in- 
clude lawsuits, was made through 
White, Williams & Scott, attorney 
for the company. 

Proctor disclosed that it will 
take no legal action against de- 
partment stores violating fair 


trade until all outlets in the city 


meet the requirements of the 
Feld-Crawford Act. This, the 
company admitted, may necessi- 
tate suits against discount houses. 


s Macy’s is sticking to a “no 
comment” policy and has given its 
public relations department strict 
orders to give out no information. 

As Macy’s new prices continued 
for reduced fair trade items last 
week, other department stores in 
the city were meeting the new 
levels. Among them were Bloom- 
ingdale Bros., Abraham & Straus, 
Gimbels and Loesers. Davega 
Stores, an appliance and sporting 
goods chain with stores throughout 
the metropolitan area, also was 
conforming to price levels set by 
Macy. 

Macy has not promoted mer- 
chandise on which the reductions 
have been made with advertising 
in the daily newspapers. Stores 
following Macy’s lead have fol- 
lowed a similar course. 


q Retailing Daily, in covering the 


fair trade situation March 16, re- 
ported that observers of the price 
war feel that “a temporary truce 
has been established between the 
store and both General Electric 
and Proctor.” The paper reported 
that the latest reductions were 
made over strong protests by Gen- 
eral Mills officials. 

The general opinion of manufac- 
turers is that action would come 
under the leadership of the larger 
producers, such as General Elec- 
tric, Landers, Frary & Clark and 
Proctor. General Electric lawyers 
and legal representatives for 
Macy’s have already had one meet- 
ing in Bridgeport on the price situ- 
ation. 


Armstrong to Use TV 


Armstrong Cork Co., Lancaster, 
Pa., through Batten, Barton, Dur- 
stine & Osborn, will sponsor a 
30-minute weekly dramatic show 
over NBC-TV, starting June 6. 
This is the fourth floor cover- 
ing manufacturer to join the list 


of regular TV program sponsors. 


Horvitz Defends 


Ad Policies of 
‘Lorain Journal’ 


CLEVELAND—Flurries of clashing 
viewpoints between opposing at- 
torneys brought a close Tuesday 
to the trial of the anti-trust suit of 
the government against the Lorain 
Journal (AA, March 13). 

Closing his argument, defense 
attorney Parker Fulton declared, 
“If the government can throttle 
newspapers through advertising, 
then the freedom of the press will 
go.” 

The government’s counsel, Vic- 
tor H. Kramer, promptly replied: 
“The only issue of freedom of the 
press here is whether the Sherman 
Anti-Trust Act was designed to 
prevent private citizens from en- 
croaching upon other people’s 
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CATALOG 


product literature. 


Be te. SE 


catalog data. 


Gay 
PIRECIORY 


Your Advertising Counsel can render an indispens- 
able service in planning the solution to one of your 
most important and basic sales problems 

That of placing your product data (dimensions, 
weights, sizes, capacities, colors, etc.) in the hands 
of the individual men and women who specify or 
actually place the order for your firm’s products. 


Your Advertising Agency will tell you, undoubtedly. 
that KEEPING such information at the fingertips of 
the institutional field’s large-consumer buyers and 
wholesalers as well, is the primary function of the 
INSTITUTIONS CATALOG DIRECTORY. 

Your catalog in this consolidated, catalog-directory 
is PRE-filed for instant accessibility, is never mis- 
placed, mutilated, discarded, or MIS-filed, as is so 
often the case of loose sheets, folders and other 


Call your account executive today and consult with 
him about the job of properly cataloging your prod- 
ucts for your buyers .... and REMEMBER .... your 
business has been built in a large measure on your 


G DIRECTORY 


vertising Agencies in 
the preparation of 
catalog material. We 
are prepared to ac- 
cept catalog material 
at any stage of prep- 
aration and follow it 
through to comple- 
tion. 


Advertising Age, March 20, 
rights to a free press.” 


ws Government testimony 
merchants who advertised in i} 
competing Lorain Sunday New 
or on the nearby Elyria, O., rag, 
Station WEOL, were refused @ 
vertising space in the Journal, 
rain’s only daily, was presented) 
a steady stream of witnesses & 
seven days. 

Samuel Horvitz, publisher of th 
Journal, was the single spokesm_ 
for the defense, but he made, 
willing and articulate witne 
responding readily to hours ¢! 
questioning from his paper’s coup. 
sel and the anti-trust prosecutor, 

Mr. Horvitz, one of four Jow. 
nal executives included in th 
charges of violation of the ant, 
trust law and acting in restrain 
of interstate commerce, said he wa 
solely responsible for editorial an 
advertising policies of the Journal 


= Admitting to a 1930 statement 
that two newspapers were essen 
tial for a city, “so that one won} 
get drunk with power,” the pub. 
lisher added that he later c 
his mind, “as the result of sad ex 
perience.” 

Admitting his paper’s ban on 
vertisements from those who 
advertised on Elyria’s radio station 
Horvitz backed the paper’s righ 
to accept or reject any advertis 
ing as it saw fit. 

However, he denied that adver: 
tising space in the Journal was re: 
fused to advertisers using the sub] 


day News. He said he could sub. 
mit names of 30 merchants wh 
advertised in both papers. 


a A lengthy dispute cente 
around the defense attorney's con: 
tention that WEOL was not en 
gaged in interstate commerce and 
that, consequently, the Sherman 
Act was not designed to includ 
such a situation as the governmen’ 
presented here. 

Asked by Federal Judge Emerich 
Freed if he considered the radi 
station a purely local operation 
Mr. Fulton said that a radio sta 
tion could not be a local operati 
mechanically, but that it can 
local in a business sense. 

Government counsel insist 
that WEOL and the Journal 
engaged in interstate commerce. 
He maintained that a radio sta- 
tion is in interstate commerce 
whenever its signal carries into 
another state. 


= In his concluding arguments 
supporting the government’s major 
charge that the Journal tried. to 
monopolize news and advertising, 
Mr. Kramer alleged that the 
Chronicle-Telegram of nearby Ely- 
ria “doesn’t dare put one single 
newspaper on stands in Lorain.” 
Mr. Kramer referred to the fact 
that the Journal acquired a com- 
petitor, the Lorain Times Herald, 
in 1932. 

Fulton declared that the Jour- 
nal had done nothing wrong when 
it bought its competitor. The de- 
fense earlier denied charges that 
the Journal made recent attempts 
to buy out other competitors. Hor- 
vitz declared that he had turned 
down offers to buy Station WEOL 
and the Lorain Sunday News. 
Judge Freed will spend about 
two months going over exhibits 
and thousands of words of testi- 
mony before announcing a deci- 
sion. For filing briefs he allowed 
the government until April 13 and 
the defense until April 28. 


Prints Business Dictionary 

Louis A. Robb, vice-president ol 
Ambursen Engineering Corp., has 
written “Dictionary of Business 
Terms—Spanish-English and Eng- 
lish-Spanish.” The main purpose 
of the book is to give Spanish 
equivalents of English business} 
terms and vice versa. In a few 
cases brief definitions are given 
The book, printed by John Wiley 


& Sons, New York, is availabli 
at $4 a copy. 
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In these 
larger-than-average 
families (whose 
members include the 
nation’s 30 million 

8 to 20 year olds) 
Comics Magazines are 
read by 85% of the 
youngsters and 45% 
of their mothers 

and fathers, too! 


(From a Stewart, Dougall 
and Associates study of 
Comics magazines readership 
in Dayton, Ohio) 


TL ariovit 
Comics 
Oro 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Army Recruiting 
Drive Gets New 
‘Ad Manager’ 


WaAsHINGTON—Lt. Col. William 
Downs, chief of recruiting publi- 
city—a job roughly comparable 
to that of advertising manager 
for the services—was lifted off the 
military recruitment program 


When you Remember 
need WM. F. RUPERT 
RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the rast 55 years. 
90 Fifth Ave., New York 11 
LISTS OR 5-3523 


ae heed 


Monday and put in charge of ca- 
reer analysis in the adjutant gen- 
eral’s office. 

Replacing him as chief of re- 
cruiting publicity is Lt. Col. Don- 
ald J. Wilkins, USAF, who had 
been assistant chief. Col. Wilkins 
was an account executive with 
Roche, Williams and Cleary, Chi- 
cago, before joining the service 
in 1941. During 1947 he was ex- 
ecutive officer under Col. Mason 
Wright, then in charge of the proj- 
ect. More recently, he has directed 
the Air Force side of the joint 
Army-Air Force recruiting pro- 
gram. . 


a In the light of the excitement 
which has surrounded the account 
during the past two years, the 
transfer immediately set off a new 
crop of rumors. 

One of these is that Col. Downs 
—an Army man—is the victim of 
an Air Force “blitz.” Another is 
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that there is some dissatisfaction 
with the way Grant Advertising 
Inc. has gone about taking over 
the account, which it went to work 
on actively ten weeks ago. 

Careful checking indicates, how- 
ever, that no change in agency, 
and no drastic change in the ex- 
tent or direction of the adver- 
tising, is likely to take place at 
present. 


‘Handy Man’ Becomes Daily 


The Gimbel “Handy Man” tele- 
vision show on WPTZ, Philadel- 
phia, will become a daily after- 
noon feature today (March 20) in 
addition to its weekly Friday eve- 
ning 15-minute stint. The after- 
noon show will continue to feature 
Jack Creamer as Handy Man. It 
will be telecast between 3:30-4 
p.m. The show will promote brand 
name products selected from the 
various Gimbel Brothers’ depart- 
ments. “Handy Man” has been on 
WPTZ for more than three years. 


Syracuse Conference Set 


Speakers at a marketing confer- 
ence sponsored by the Domestic 
Distribution Department, U. S. 
Chamber of Commerce, at the 
Syracuse Hotel, Syracuse, N. Y., 
March 30, will include Charles 
M. Isgac, Washington, manager of 
the department; Jay D. Runkle, 
vice-president, Crowley, Milner & 
Co., Detroit; Melvin H. Baker, 
president, National Gypsum Co., 
Buffalo; Richard L. Bowditch, 
president, C. H. Sprague & Son 
Co., Boston, and others. 


Publishes ‘Science via TV’ 


“Science via Television,” by 
Lynn Poole, is a new book on the 
preparation and production of in- 
formational television programs. 
The book covers the problems in- 
volved in telecasting science, based 
on the experiences of those re- 
sponsible for telecasting the “Johns 
Hopkins Science Review” program. 
Johns Hopkins Press, Baltimore, is 
the publisher. 


Shopping Center of a 
Balanced $449,000,000 Market 


a a 


Canton Families use up to 
38.7% More Soap* 


Canton water is hard—22 to 36 grains hard, pumped 
from 6 deep wells. By comparison, Cleveland water 
is only 8 grains hard. 


So a Canton Family will use as much as 38.7% more 
soap than a comparable Cleveland family. They’re 
just as hard on detergents and cleansers, too. 


That 38.7% EXTRA consumption means that your 
soap, detergent and cleanser copy in the Repository 
naturally delivers more sales per dollar. 


The Repository reaches 94,000 families whose well 
above average incomes are stabilized by over 200 
diversified industries and the crops from Ohio’s most 
thickly populated farm area. 


And—no nearby metropolitan paper can begin to 
give you merchandisable coverage of this rich soap 


market. It takes the Repository to do it. 
*Based on a Report by Market Surveys, Inc., Chicago. 


A Brush-Moore Newspa 


100% coverage of a one-newspaper 
market. 99.3% carrier delivered. 


per 
Represented Nationally by Story, Brooks and Finley 


Advertising Age, March 20, 


Sheatfer Launches ~ 
National Drive for 
‘Thin Model’ Pen 


Fort Maoptson, Ia.—W. A. Sheal 
fer Pen Co. introduced its ny 
TM (for “thin model’) pen ly 
week with a bleed color page} 
The Saturday Evening Post. Sin. 
ilar ads are scheduled for the Po 
and for Successful Farming 4 
May. 

The campaign for the new sle, 
der pen will continue throughoy 
the year, with bleed color page) 
appearing in American Magazin 
Better Homes & Gardens, Colliery 
Life, National Geographic Magg. 
zine, Redbook and This Week Mag. 
azine. 

The black background moti 
used in all current Sheaffer pe 
advertising will also be used in the 
TM ads. In addition to promoting 
the thin model feature, each a 
will play up an added feature, such 
as the clip, the point or the filling 
device. 

The magazine drive will be sup- 
plemented by use of newspaper 
color sections twice a year—j 
August for the back-to-schoo 
trade and in November for th 
pre-Christmas market. The com 
pany also has experimented witr 
television in selected markets an¢ 
plans to use this medium at a late 
date. 

Russel M. Seeds Co., Chicago 
is the agency. 


Philadelphia Puzzler: 
How to Televise 
Baseball Regularly 


PHILADELPHTA—One  burni 
question in the minds of Atlanti 
Refining Co.; N. W. Ayer & So 
its agency; the executives of t 
local television stations, and thou 
sands of local television-baseba 
fans, is: Will night baseball 
televised here during the comin 
season? 

The question came up when i 


s 
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ft 
? 
4 
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evening programs will 
with the telecast of most evenin 
games out of Philadelphia durin 
the coming season. 

For more than a month now th 
brains of Atlantic, Ayer and Sta 
tions WPTZ, WCAU-TV an 
WFIL-TV have been huddled i 
an effort to work out a solutio 
whereby, when the _ regularl 
scheduled station is tied up with 
commercial program, one of th 
other stations will carry the game; 

To date no workable solution 
has been found because all three 
local stations are affiliated with 
a network; even the pooling of 
resources has not answered the 
vexing question. 


Local Co-op Ads Will Get 
Majority of K-F Budget 


Kaiser-Frazer will spend about 
two-thirds of its 1950 advertising 
budget in dealer co-op advertising. 


go to newspapers; 7% to outdoor 


About 85% of the two-thirds | 
OR’ 


posters; 6% for radio spots and 
2% for television spots. 

In addition to the company’ 
campaigns on the Kaiser and Fra 
zer cars (AA, Feb. 27), K-F wil 
break an announcement drive 0 
its new, low-price car in July, 
with four-color spreads in Collier's, 
Life, Look and The Saturday. Eve 
ning Post. Also, the Kaiser “Trav- 
eler” models will get a_ specid 
push in five trade publications— 
Florists’ Telegraph Delivery News 
Men’s Wear, Poultry Tribune, Spe 
cialty Salesman Magazine ani 
Women’s Wear Daily. 
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LOWEST COS 
PER 1,00 


Regresented nat 
ally by Burn-Sm 
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*INVITATION to any national 
advertiser of a worthy product. 
Buy a four-color page in Coronet. 
If it doesn’t produce more inquir- 
ies (or direct sales) per dollar of 
cost than the same ad in Life, 
Look, Saturday Evening Post, or 
Collier's, then Coronet will RE- 
FUND THE FULL COST OF THE 


ORONET’S GUARANTEE is as simple, and as revo- 
lutionary, as that! 
We have file after file of proof that Coro- 
net's multimillion readers see Coronet 
advertising, believe in it, act on it. 


Why? Because the relationship between Coronet 


Because it’s a Trusted 


and its readers is something deeply different from 
that of the entertainment magazines. Only one other 
magazine evokes in its readers the same kind of con- 
fidence and loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Coronet and its elder brother, Reader’s Digest, 
almost literally join the American family. Both 
Coronet and the Digest devote page after page to 
articles of service to the family. 

People believe in Reader’s Digest and Coronet, 
as they believe in a trusted friend of the family. 

Coronet is the only medium offering to adver- 
tisers this intangible but very provable power of 
reader-confidence. 


Today, Coronet makes this daring, un- 
precedented challenge: prove this 
unique selling power with your own ad- 
vertising—on a money-back guarantee. 


You can’t lose. You can win the most eagerly 
responsive family market in America! 


“Friend of the Family”... 


id through 
THER fine products $) you want 


in Coronet. If } 
tised in ts results, get in on 


CORONET DELIVERS 
MOST BUYERS aicustion PER DOLLAR 


Multiple readership? You know a magazine like Coronet 
has it! (And independent research findings prove it.) 
BUT...like to start with old-fashioned paid circulation 
records? Like to continue with the obvious next step— 
circulation per dollar? You're talking Coronet’s language! 

AVERAGE NET PAID 

CIRC. PER DOLLAR 


(based on 4- 
color page rates) 


**AVERAGE NET PAID 
A.B.C. CIRCULATION 


|. eeerrrr errr ree 5,341,626......... 225 
S. 8. POST... . 22. 0e. 4,034,169......... 252 
COURIERS 2c cvcccce 3,072,298......... 273 
SE 6.6456 ex esee Ke 3,041,630......... 253 
CORONET ...... 2,650,759 ....... 463 


**A.B.C. Publisher’s Stat: ts for 6 months ending June 30, 1949 


Yes! Coronet delivers almost twice as much net-paid- 
circulation-per-dollar as any of the four other mass- 
circulation magazines! 
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General Mills’ Newspaper Test Gets 
High Readership, But Sales Are ? 


(Continued from Page 1) 
from the Chicago branch going 
into the area, and sales results can 
therefore be tabulated; and be- 
cause other conditions, including 
the existence of the Chicago Trib- 
une .consumer panel, made it 
easier to conduct the exhaustive 
research which was planned. 

This research, Mr. Hughes said, 
has taken four forms: 

1. Copy research on how to 
handle the column, what to fea- 
ture in it and how to present its 


with point-of-sale 
CLOCK DISPLAYS 


MODERN CLOCK ADV. CO. 
212 BROADWAY, NEW YORK 7 


messages. (Four GM items have 
been given primary support in the 
column, although all of the com- 
pany’s products are mentioned 
from time to time.) 

2. Sales tests. 

3. Readership ratings. 

4. Brand attachment studies. 


ws Stressing that none of the re- 
search was concluded, Mr. Hughes 
advanced the following “interim” 
findings in connection with the 
column to date: 

1. The copy research has been 
rewarding. A great deal has been 
discovered about the treatment of 
the column itself, and it has also 
been discovered that some prod- 
ucts are more susceptible to this 
type of advertising treatment than 
others. 


have been made, giving the col- 
umn uniformly high ratings—far 
higher than average for national 
advertising, and higher than other 
editorialized advertising columns 
like Nancy Sasser’s. 


ms The studies have shown 30 to 
33% of the Tribune’s woman 
readership “seeing” the column 
each day, and 20 to 22% “reading 
most.” Both of these are excep- 
tionally good ratings, particularly 
the “read most” ratings. 

It was quickly established that 
a high percentage of material of 
great interest to women—either 
editorial or advertising—on the 
same and the facing page tended 
to raise the readership figures for 
the Betty Crocker column; but, 
surprisingly, that comics, espe- 
cially if several strips are carried 
together at the top of one of the 
pages on the spread, tend to have 
a depressing effect on readership 
of the column. 

One surprise was that the 
readership ratings held fairly con- 


2. Sixteen readership studies 


stant during the year during 


which the tests were made, with 
no growth evident as the series 
continued. This posed the problem 
as to whether the same segment of 
the audience was reading the col- 
umn day after day. A personal 
check with 300 Tribune families 
toward the end of last year indi- 
cated that, actually, in the course 
of the year, the column reached 
about 65% of the total Tribune 
audience. 


s 3. Three “brand attachment” or 
attitude studies, made in January 
and May, 1949, and January, 1950, 
have thus far not developed conclu- 
sive evidence, but General Mills 
believes these studies, tuned to an 
attitude scale, represent a major 
advance in attempts to develop 
interim data on what advertising 
does to prospects before prospects’ 
attitudes are reflected in sales. 

In this connection, Mr. Hughes 
said, “Family flour has been a dis- 
appointment to us from the re- 
search standpoint. We believe we 
are still a long way from evaluat- 
ing the sales effectiveness of $80,- 


7 
Have you a one‘ 


ERE’S the idea in a nutshell—or 
should we say lamp socket. 


If you think your big sales opportunities 
—regardless of what you advertise and 
sell—are in families all neatly arranged 
on your side of the tracks, it’s time you 
took a fresh look at magazines and mar- 
kets because today everybody is on both 


sides of the tracks. 


How come? 


Because today the families who read the 
magazines that maybe you “wouldn’t 
have in your home” constitute America’s 
great new buying market. Their needs are 
greatest because they are young families. 
Their spendable income has reached un- 
precedented peaks. And because time 
payments have become respectable, 
everybody can buy everything. 


But when it comes to magazine pref- 


erences there 


Take TRUE 


the Saturday 


—very definitely! 


rhe 


. de2 


are two sides of the tracks 


CONFESSIONS for in- 


stance. The only woman’s magazine thai 
outsells it on the newsstands is the Ladies’ 
Home Journal. But—according to Starch 
only about 5% of the readers of the big 


women’s service magazines—or Life—or 


Evening Post ever look at 


TRUE CONFESSIONS. 
And to top it all, the more than 1,500,000 


buy with an 


brand preferences are still being formed. 


Why not make a new appraisal of TRUE 
CONFESSIONS now (we will gladly 
send you a copy) and decide whether 
you can afford to neglect this great 
sales opportunity. 


Cc oe 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


women who buy TRUE CONFESSIONS 
are younger—more recently married—are 
having the most babies—need more—and 


open mind because their 


track mind ? 


Reaching BOTH Sides 


a 


A Few Advertisers 


of the Track 


International Latex Corp. 
The Andrew Jergens Co. 
Johnson & Johnson 

lehn & Fink Products 
Maiden Form Brassiere 
The Mennen Co. 
Northam Warren Corp. 
E. R. Squibb & Sons 
Stor-Kist Tuna 


Advertising Age, March 20, 19% 


000 to $100,000 additional advepn 
tising on a product on which some. 
thing like $11,000,000 in advertig. 
ing has been spent in 27 year 
On pie mix, for example, a rela. 
tively new product, the job is con. 
siderably easier.” 


= Although the interim studies ¢ 
attitude toward the product ap 
exceptionally interesting, and i 
some cases represent a major re 
search advance, there is still mp 
conclusive evidence that attitude 
correlate with sales, he said. With 
some classes of products it works 
all right, but not with all. 

4. Attempts to correlate sales 
with the advertising test have 
been disappointing on the whole, 
listeners gathered, although Mr, 
Hughes did not specifically say so, 
He did say that sales in the Chi- 
cago area (where the column is 
estimated to be putting 30-40% 
more advertising pressure behind 
GM products than was previously 
the case) increased for most prod- 
ucts, but that their correlation 
with the column was not a good 
one. 

Sales of some products increased 
just as much in areas where no 
effect can be felt from the Chica- 
go test, he said. 

Asked if competitors had done 
anything to confuse the picture, 
Mr. Hughes said that on one prod- 
uct one competitor had tripled 
advertising in the Chicago mar- 
ket, while another had doubled 
promotion. This is the sort of 
added “confusion factor’ which 
one has to expect in any test, he 
said. 


Banks Will Spend 
$39,000,000 on Ads 


in ‘50, Says Heming 


TuLtsa, OKLa.— Commercial 
banks will spend an estimated 
$39,000,000 on their 1950 advertis- 
ing—about $1,000,000 less than in 
1949, G. Edwin Heming, assistant 
manager of advertising of the 
American Bankers Association, 
told members of the Tulsa chapter 
of the American Institute of Bank- 
ing last week. 

Both small and large banks are 
spending less for advertising, Mr. 
Heming said. Banks having depos- 
its of less than $1,000,000 will spend 
an average of $410 on advertising 
in 1950, compared with $450 in ’49. 
In the $1,000,000 to $5,000,000 
group, the 1950 average expendi- 
ture will be $900, compared with 
$1,050 a year ago. 


a Noting other data compiled re- 
cently as a result of a special sur- 
vey on advertising made by the 
ABA, Mr. Heming said that “while 
newspaper advertising was far out 
in front, as expected, bank displays 
showed greater strength and placed 
second in media used. Direct mail 
placed third. Included in this cate- 
gory are 74 banks with house 
organs and 38 mentions of special 
programs and publications. Radio 
has fallen off from its previous 
position.” 


= Commercial bank advertising in 
1950, Mr. Heming said, will con- 
centrate on public service, stress- 
ing money management, savings 
and thrift, and urging people to 
prepare for an uncertain future in 
these days of plenty. They will also 
sell free chartered banking and 
combat any trend toward social- 
ized banking. 


Swift Pushes ‘New’ Cleanser 


Swift & Co., Chicago, will use 
leading women’s magazines, This 
Week Magazine and Swift’s por- 
tion of the “Breakfast Club,” aired 
over the American Broadcasting 
Co. network, to promote Swift’s 
Cleanser. The campaign will be 
built around a new polkadot pack- 
age and a new cleanser formula. 
Needham, Louis & Brorby Inc., 


Chicago, is the agency. 
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Advertising Age, March 20, 1950 


PACKAGED—First of a new series of pack- 
aged promotions for the Stamford divi- 
sion of Yale & Towne Mfg. Co., Stam- 
ford, Conn., is this screen door hardware 
display which shows the application of 
two products: the Yale Airline sceen door 
closer and Yale Push-Pull door catch. 


Well-Terned Quips 
Hawk ‘Time's’ New 
Advertising Aviary 


New YorK—Somewhere a space 
buyer is laughing. 

That is, if he’s received his copy 
of “Strictly for the Birds,” Time’s 
new promotion piece. 

Some time ago, Time—in the 
process of a sober story about the 
bristle-thighed curlew—permitted 
itself a jocular footnote, which 
warned that the bristle-thighed 
curlew was not to be confused 
with “the tufted dowager, red- 
eyed crosspatch, all-night thrasher 

.. or double-breasted seersucker.”’ 

Time readers jumped into the 
game. More fictitious birds came in 
with each mailing. Time people 
played the game, with hilarious— 
if unprintable—species. 


a Last week Time whipped out a 
mailing piece, including such rara 
aves as the weekend bat, the ex- 
tra-marital lark, and the furtive 
Scotch swallow. Its point was 
clear: To avoid being a scarlet 
manager, buy Time. “A word in 
Time,” wrote a copywriter who 
was obviously having fun, “is 
worth two bleating around the 
bush.” Also, that Time reached 
1,500,000 well-feathered nests. 


Three Appoint Hill Agency 


James L. Hill Co., Des Moines, 
has been named to direct the ad- 
vertising of Imperial Seed Co., 
Clear Lake, Ia., using farm papers 
and newspapers; Continental Co., 
Boone, Ia., using newspapers and 
radio, and Yarham Brake Service, 
Des Moines, using radio. Michael 
V. McCarthy, formerly continuity 
writer for KSO, Des Moines, has 
joined the agency’s copy staff. 


Carey Appoints Ainsely 


C. W. Ainsely has been ap- 
pointed sales manager of the in- 
dustrial and home insulation de- 
partments of Philip Carey Mfg. 
Co., Lockland, O. He joined the 


“company in 1947. 


If you have 


ideas... 


COSMOPOLITAN 


If you're selling people’ 
with ideas... 
BuY COSMOPOLITAN 


America’s Most Exciting Magazine 


WBAL-TV Appoints Two 


Willis K. Freiert, former AM 
and TV program manager, WBAL, 
Baltimore, has been named sales 
manager of WBAL-TV. Victor F. 
Campbell, TV production head, has 


|been promoted to program man- 


ager of WBAL-TV 


Cinpenco Names Jacobson 


Jack Jacobson has been named 
vice-president and general sales 
manager of Cinpenco Inc., Cin- 
cinnati, producer of advertising 
and sales promotion premiums. 


Mrs. Kamp Joins ‘Seventeen’ 


Irene Kittle Kamp has been ap- 
pointed executive editor of Seven- 
teen magazine, it was announced 
by Alice: Thompson, editor and 
publisher. Mrs. Kamp was for- 
merly with Glamour and Cue. More 
recently she has been a free-lance 
writer of fiction. 


NAAN Plans Conference 


The National Advertising Agen- 
cy Network will 
conference at the Seigniory Club, 
Montebello, Que., June 1-4. 


Lowrey Joins Baker Agency CKLN Appoints Hunt 

Fred R. Lowrey, formerly ac- John Hunt & Associates, Van- 
count executive of J. J. Gibbons| couver, B. C., has been appointed 
Ltd., Toronto, has joined Baker| Canadian representative of Sta- 
Advertising Agency, Toronto. tion CKLN, Nelson, B. C. ; 


_ MORE LOCAL AND REGIONAL ADVERTISERS 
SPEND MORE MONEY TO SELL MORE GOODS — 


hold its annual | 


ON WCON THAN 


OME custom-made motorcars are 

priced at more than ten times that 
of medium or low-priced automobiles 
produced in quantities. This spread in 
cost cannot be attributed to the value 
of materials although the de luxe jobs 
naturally require the best. The real dif- 
ference is in workmanship—the adjust- 
ment of parts to extremely fine tolerances 
as opposed to the quick “‘slap it on” 
methods of the assembly line. 

Members of the Advertising Typog- 
raphers Association of America, Inc. are 
precision type setters. They employ the 
same pains and accuracy in spacing, 
alignment and everything that affects 
the physical appearance of an adver- 
tisement as do the skilled craftsmen who 
build chronometers and other precision 
instruments. This meticulous attention 
to detail imparts an individuality and 
character to an ATA-set advertisement 
which a run-of-the-mill composition job 
can never hope to attain. ATA experts 
are aware of the important relationship 
of type to text; and they have the finest 
type and equipment and skilled personnel 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 8th Ave., New York City 


to accentuate this necessary relationship. 


composition, the comparison between 
precision-built cars and precision-set 
type does not extend to the cost sheet 
and the customer’s statement. ATA jobs 
are much superior to ordinary typeset- 
ting, but they actually cost no more by 
reason of that superiority. A customer is 
charged for the time required to do a 
specific job. When the advertisement is 
set as it should be the first time, the 
costly revisions, resettings and let’s-see- 
how-it-would-look-this-way are elim- 
inated. Result—detter composition in less 
time. The customer profits ! 


cision that goes into a job, ATA mem- 
bers are continually on the lookout for 
new methods of reducing time and cut- 
ting costs without sacrificing efficiency. 


member, his representative will gladly 
tell you about the twin goals of better 
typography for less money. If you buy 
composition, you'll be interested in both. 


Fortunately for buyers of advertising 


Not content with all the care and pre- 


If you will phone your nearest ATA 


ALBERT ABRAHAMS, Executive Secretary 
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Association 

of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 
Berkeley Press 

H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edw. Sablin Typographic Service 
CHICAGO, ILL. 

. M. Bundscho, Inc. 

¢ Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, ~~ 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, 0. or" 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. . 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
The House of Hartman 


LOUISVILLE, KY. 
The J. W. Ford Co. 


MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 


MINNEAPOLIS, MINN. 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ ServiceCo., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typogra 

Atlas Typographic 

Central Zone Press, 

The Composing = "Inc. 

Composition Service, Inc. _ 

Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 

BA. State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service 

King Typo poomgeic Service Corp. 

Master Typo Company 

Morrell & 1 ay Inc. 

Chris F. Olsen, Inc. 

peg Nelson Philli s, Inc. 

Royal T Roprarmets, 

Frederick W. Schmid t, he 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

The pyposmphic Service Co. 
Vanderbilt yachoon Typography, Inc. 
Kurt H. Volk, I 
NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH, 

Martin & Pettitt, Inc. 

Frank McCaffrey’s Acme Press 
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The Los Angeles Times 


made the greatest 


> 


advertising gain’ of 
any Morning and Sunday 
newspaper in the 


United States during 1949. 


"6,077,707 lines gained 


Largest Daily and Home-Delivered 
Circulation on the Pacific Coast 
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Durine 1949, The Times led all other Los Angeles newspapers in 46 out of 
scored Firsts in Total Advertising, Total Display, 


60 advertising classifications . . . 


Total Retail, Total Department Store, Total General and Total Classified linage. 


TOTALS ; 
TIMES POSITION TIMES POSITION 
CLASSIFICATION IN THE FIELD CLASSIFICATION IN THE FIELD 
LT RE EESER TEETER VET TREES FIRST Department Store Advertising............. FIRST 
Display Advertising ..................... FIRST ee I os cs ely ebeeeess FIRST 
IY 86.5.0 oven wares edietenenenie FIRST Classified Advertising ................... FIRST 
RETAIL ADVERTISING 
TIMES POSITION TIMES POSITION 
CLASSIFICATION IN THE FIELD CLASSIFICATION IN THE FIELD 
EE en re ee FIRST a eS, i's o'edec tans dated tees FIRST 
NE ra ra an eee Re I SECOND 56 bc6-4 p080-n on adeeh be SECOND 
Building Supplies & Contractors........... FIRST als seals be oui kid diana FIFTH * 
Men’s Clothing Stores................... FIRST ES 00% poh cnn bn 9s Koatesion Oh Cal FIRST 
Men’‘s and Women’s Clothing CC PP FIRST 
| er ee FIRST Ss oe ends Ch nee 45 pane ees SECOND 
es oe na kg cu een FIRST os EE ree ip ean ae THIRD 
pe re FIRST I ita ohio 6 oa cnnaishibidiaiald kell FIRST 
I, 61'S PES st Sok ok deel FIRST i a ne SECOND 
re en oe sg wits nle aera SECOND Men’s & Women’s Shoe Stores 
i ban, See y eee th erie FIRST IE, ccc eetvececsteee FIRST 
Electrical Appliances & Supplies.......... THIRD \. it - aera er FIRST 
Furniture & Household................... FIRST MID 6 o5 ns 5.0 00 40s ose s odseewes FIRST 
a ee bi a SS Sal ie FIRST EE Pst te oleae fe valve FIRST 
aS, os cep eee e came FIRST es ch ee gos sg Oke ae FIRST 
Hotels & Restaurants.................... FIRST Toilet Goods & Beauty Shops............. THIRD 
GENERAL ADVERTISING 
TIMES POSITION TIMES POSITION 
CLASSIFICATION IN THE FIELD CLASSIFICATION IN THE FIELD 
eh RL a a cere Pe i. FIRST Jewelry & Silverware..................... FIRST 
Alcoholic Beverages ........ Sor errr 4: MS od 6 nek do ee ane enak baer FIRST 
538 Obs 5 ais cans 6 0b eeede ees THIRD oan, is ag ps Sag veeenamke FIRST 
eg SE TE See IEEE TI FIRST Professional & Service.................... FIRST 
6, ciincing' bteeainln os. ooowas FOURTH a ore x GAs a-indh aia bee LA FIRST 
I S052 24 Uhh ee a ae oe FIRST EE oss a as 4-95 db Ke eR E SECOND 
EYED gg a ae ei FIRST en = ea eR FIRST 
RE lela IS Et OF Er a ares Gee FIRST EE iis ic cdiewculeay side oneal FIRST 
Hotels & Restaurants.................... FIRST EE £G4 Ds'oVs o oR ER RS ee SECOND 
Housing Equipment & Supplies............ FIRST ID os os en cacttnpwndne sel FIRST 
se oie a un us + lee DOGWT OS OO ETE FIRST i 8 dg te is els ig Sl Laie FIRST 
als ag ge Pane Oe, boas ae FIRST ere ree ee FIRST 


*The Times accepts no whiskey or gin advertising. 


Source: Media Records. Figures above exclude This Week and American Weekly. 


Represented by Cresmer and Woodward 
New York, Chicago, Detroit and San Francisco 


LOS ANGELES 


% ay ite meri 6 a sa, pets "5 
Ty elect seme cal Pe 


ni ae Pe ie ee oe Se a =f Fine See ee ee Ve eee ee ae 4 ON tee i ai hl ae Tate le aa Ne Shy Soe ee ee ee) Oe Poa ote eee eae SMEG | eee st. aie ae ea 
: ® ae : 
es : = cagieh as team ‘ iss oe we 
‘ = [rae “2 eon aE, 
: . a 
iss . 600 os 
i es a ° eae 
, ti 7 = _ 
& . a ais 
“ d ‘ te 8 pete i >, * ° poy 
eee = = Be ge ae et ma ed 0” Bias hon G " eek 
af a iets eae ae I cm ae Al te ae ry OT gt ia ans. Sey ° i ater 
COE aaa Lae ae ‘ eS ce em rn eet . “ fe 2 e < . bye ‘e Ot, 
a wears calle eo eid Se Oa = abies . esi we LE ; 
se i ed ai haan Pee a imme: Seite 2S SS 23s ore : pm ee Pa e* Sidr tet Ie et ae 
Spee er en _*. 2 J . 5. GY > ye : , . 4 ea ee 
Rs foae 5 geet bY co Rie rt a Fy Ss me pg Bra 4F 48 > i ZPD = Eas Migs? 5a hee hoe RA. he 
es oe gee = Y ; . > 2. ae Sigs, Re - Ae . Was 2 v6 . rs 
SS AS SEBS Se ER SR eR. 1 ey ‘Noa. ep. Sea bay. es 
*4 28 Pr alee e 4 aM ae oS . ms a ate ~ ” 3a ctes tes ” : A. oS Ser eae 's : = 
weg) has gt the % pia oe ee Ses Came ae : Pe fear sera SP 
* tiny “3g ie. ; <a ae a SRS Ss er Sree 
POETS eit: Nate aS he Cee tee Wee ee ~ 
aes 4 : ty aa © « os 
ta PO . 7 i 1 
year 
ae 
Bis 
Lo og 
- i 
= 
ae 
} ane 
} ei 
i eae 
_ nie 
Slgie 
Pree 
Pte ok iy 
5 dere ee 
Se jedi 
a, 
i 
j 
f 
aa < 
: ; 
{ 
t 
{ i 
' a 
So Aes 
eho 
il yee eee 
aes: 
Tavis ile 
Saas 
" 
, gre 4 a 
é f Satara! My 708 J ie 
* pike ". F 
sf 4 BS + fa inf be 4; At vid eee Pie ¢ j 
b te ees SO DEER seh Gee fe eee D .. 
ba ek. 5 Sar Ee * ee “4 eee boar” *” 
Va: kita tama ‘ ’ A ‘ 
Cee ye Pe 4 ¢ ‘ ta 
” gre 4 : : : a. 5 
; Po eK. wy. , XU 
ee 
ie ‘ . . . si ‘ zoe cart 
(ois Nea OOD ee ena) eH a pipe et a CR ARE eae mp a ee ae BR ts Nae ok re etal oh ale 07 ren lend eal aa aa eee a 
d sii ks gh FOIE, yd : ‘ : Ea Dtigh <a As. sitll acces ae ate Bere jeeps <4 4c Laney ANE eee ae 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Meade by Advertising Publications, Inc., 100 E. Ohio St., Chic 
DE 7- i336), a! 7th St., New York 17 (MU Mg National Press Bid idg., 
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Figures Can Sometimes Obscure the Facts 


The estimate released by the Direct Mail Advertising Association 
a week ago, which places total dollar volume of direct mail in the 
U.S. during the calendar year 1949 at $863,989,480, seems to cry 
aloud for comment. 

In the first place, it should be clearly understood that this is an 
estimate. In the second place, it should be understood that it is an esti- 
mate based on a number of theoretical assumptions, any or all of which 
may be considerably off base. In the third place, it should be clearly 
understood that no one can positively define “direct mail” so that 
there can be no question about whether a specific activity is in- 
cluded or excluded. 

If all this sounds as though we were picking the direct mail fig- 
ures apart, that is true. But only to make a point which applies with 
somewhere near equal force to all the other “statistics” of advertis- 
ing. 

Statistics are an important part of the advertising business, and of 
all business. We are all for them. They are necessary and useful. 

But we don’t like to see estimates—no matter how careful they may 
be—confused with facts. And the recent tendency has been to confuse 
the two to the point where they have become interchangeable in the 
ordinary person’s mind. 

It seems to us important that people who use statistics should have 
a clear idea of what they are using, and should not use them if they 
don’t have such a clear idea. 

It seems to us important that those who use statistics should realize 
that in most instances they are not dealing with facts but with esti- 
mates—estimates that might conceivably be a substantial number of 
percentage points high or low. This is true whether one discusses total 
national income, total retail sales, the volume of direct mail advertis- 
ing, the dollar volume of newspaper advertising, the percentage of 
sales spent for advertising, the number of wage earner families who 
will buy a refrigerator within the next 12 months, and a whole host of 
similar “statistics.” 

None of these is a fact; none of them is completely measurabie; 
none of them is subject to absolute verification. 

The limitations of these estimates should not be forgotten. 


The Hinterland Suffers from Drouth 


Jim Woolf, who writes an extremely sensible and down-to-earth 
column on advertising for ADVERTISING AGE, complained last week 
about the dearth of advertising talent in the smaller cities and towns 
throughout America, and the inability of even the larger cities to at- 
tract truly professional promotional talent in the desired quantities. 

Mr. Woolf, as usual, is right. Advertising talent, like acting talent, 
tends to gravitate to one or more centers, and it is difficult to hold the 
home-grown talent at home, and almost impossible to get the big- 
time boys to reverse themselves and move back to the hinterland. 

There are, of course, obvious advantages to the ganging up of talent 
in a particular center, in much the same way that there are advan- 
tages to having all the chain stores locate cheek by jowl on a city’s 
main stem. 

But there are disadvantages, too, as the movie industry has demon- 
strated so thoroughly in recent years. 

Creative talent becomes inbred and loses some of the common 
touch, and some of its contact with reality, when it gets too closely 
integrated into one or two communities. From this standpoint, a little 
decentralization in the advertising business might not be a bad thing. 


—Radio-Electronics 


“Call a service man to repair the set—there are absolutely no ghost images.” 


What They're Saying 


The Rising Generation 


coal industry and its report was 


Because the rise in the birth rate|Most disturbing. 


began during the war, we are now 
in the midst of a boom in baby and 
juvenile goods. The number of 
children between 1 and 12 today is 
greater than the entire U.S. popu- 
lation in 1860. 

Countless products are being in- 
troduced for the younger age 
groups. There are tot-size aspirin, 
plain and flavored, new creams 
and powders for infants, a maca- 
roni for babies, cosmetics and vac- 
uums for little girls, new furniture 
for youngsters...new foods and 
new toys by the tens of thousands. 

Millions being spent on kids 
created the cowpoke boom, with 
its toy pistols, trousers, chaps, cos- 
tumes and even a cowboy-and-In- 
jun duralin rug. 

Television’s debt to higher birth 
rates has never been calculated. 
But where would it be without 
western movies, puppets and other 
kid shows? And how many would 
be sold without pressure to buy 
generated by youngsters? 

Children’s power as salesmen 
has been recognized by the pack- 
aging industry. Not only are 
youngsters’ goods packaged to 
make them want them, but adult 
items are increasingly packed to 
make children demand that their 
parents buy them. Breakfast food 
boxes can be converted into houses, 
oilcans into garages, farm battery 
containers into toy trucks. Dog 
heads cap toothpaste tubes; sales 
of thermometers rose when boxed 
in toy cradles. 

The teen market is getting even 
bigger attention. There’s scarcely 
a grown-up’s product that doesn’t 
have a youth version. There are 
teeners’ cosmetics, bras, jewelry . . 
and fashions galore. No less than 
nine national magazines are edited 
for teen-age girls and they have 
become media for such things as 
sewing machines, yarns, patterns, 
shampoos and bridal accessories. 

The teen market is a whopper 
but will get even bigger. Almost 
all of the next 20 years will show 
substantial increases in the 13 to 
19 group. 

—Marketing Memo of Morris F. 

Swaney Inc., Advertising. 


King Coal Deposed 

Early this year the subcommittee 
on unemployment of the Joint 
Committee on the Economic Re- 
port investigated the bituminous 


It reported that the industry has 
been in an economic decline since 
1923, in which year it supplied 
62% of the total amount of fuel 
consumed in the U. S. In 1948 it 
supplied only 42%, even though 
in the intervening period our pop- 
ulation had grown by leaps and 
bounds and our industrial plant 
had expanded tremendously. 

The problem of the miners is 
easily seen when it is shown that 
mechanical operation in the in- 
dustry increased from 0.3% in 
1923 to 63% in 1948. Aggravating 
the problem is the additional fact 
that the areas where mining pro- 
vides a major source of jobs have 
little other industry; there are 
relatively no other job opportuni- 
ties. During the 25-year period the 
miners’ average work-week var- 
ied, until on June 30, 1949, the 
three-day work-week was insti- 
tuted. Their average weekly earn- 
ings, which had been $72.12 dur- 
ing 1948, fell after June 30, 1949, 
to $49.59. 

On the other hand, the coal op- 
erators, seeking a fair return from 
their properties, were confronted 
as well by a decreasing market for 
their product. The real truth is 
that today both labor and man- 
agement are caught in one of the 
fateful changes attributable to the 
march of scientific progress in our 
industrial society. Technology takes 
its toll... 

One of the best suggestions 
which has been made... is that of 
Rep. Heselton of Massachusetts, 
who has fought for a national fuel 
policy, rather than considering 
each fuel industry on a piecemeal 


.| basis. It is time we took inventory. 


—Letter to constituents by Sidney 
R. Yates, Representative from the 
ninth Illinois district. 


Undefeated Salesmen 

Salesmen today are in much the 
same position as the football team 
which was on the receiving end 
of a pre-game fight talk delivered 
by a famous football coach last 
season. 

“Well, here we are, men!” the 
coach said. “Undefeated, untied, 
and unscored upon—and getting 
ready for our first game of the 
season.” 


—G. C. Denebrink, Vice-President for 
Sales, Bigelow-Sanford Carpet Co., be- 
fore marketing conference of U. S. 
Chamber of Commerce. 


Advertising Age, March 20, 1 


Rough Proofs | 


Gladys the beautiful reception; 
says she sees Mr. Nielsen repo 
that display increases sales, 
she’s sure bathing beauties d 
covered that with very little 
search. 


Life calls attention to the fag 
that Charles E. Wilson of Gener 
Motors and ditto of General Elec. 
tric heard Secretary Acheson; 
Advertising Council talk. 

It isn’t necessary to busines; 
success, of course, to be named 
Charles E. Wilson, but it certainly 
helps. 


“Demonstration of appliances in 
homes gains,” reports the world’s 
greatest advertising journal. 

When salesmen learn the cus- 
tomers are no longer chasing 
them, the smart ones start chasing 
the customers. 


Hedging is a common practice 
in the flour business, as General 
Mills has demonstrated by arrang- 
ing for the TV Lone Ranger to 
pick up whatever listeners the 
radio Lone Ranger loses. 


Direct mail volume in 1949 was 
$864,000,000, the DMAA reports, 
just in time to enable the statis- 
tics to be studied carefully by con- 
gressional committees. considering 
upping the ante on third-class 
postal rates. 


There will undoubtedly be a 
new angle in the advertising of 
taxfree margarine, but much to 
the disappointment of the dairy 
interests, it won’t be a triangle. 


In commenting on the futility of 
most business convention speeches, 
AA editorial writers ran the risk 
of alienating the good will of rail- 
roads, airlines, hotels and depart- 
ment stores. 


The principles of economics are 
not determined by majority opin- 
ion, Lowell W. Herron points out, 
but unfortunately the majority 
determines the particular brand of 
economics the country buys. 


Some Stamford teen-age stu- 
dents reported that TV makes it 
more difficult for them to find 
time to do their home work, but 
then teen-agers always have diffi- 
culty finding time to do their 
home work. 


Eugene Ackerman says men’s 
clothing merchandising “follows 
an ancient and outworn pattern,” 
a fact which may explain why the 
female of the species is so much 
better decorated than the male. 


Time’s complimentary reference 
to ADVERTISING AGE as “the in- 
dustry’s bible” may be interpreted 
as a delicate way of implying that 
it too is a best seller. 


Bel Paese Cheese Co. is “famous 
the world over,” but canny Philco 
goes it one better by letting people 
know it is “famous for quality 
the world over.” 


Copy Cus. 
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One half of the 
Philadelphia Market 
lives outside the city limits 


Make your advertising dollars 
reach out to the thriving towns 
and communities that surround 
Philadelphia... as well as 
the metropolitan area itself 
... Invest them in THE 
PHILADELPHIA INQUIRER! 


Sa) yee 
SEERES ES 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA 


he Philadelphia Mnguirer 


NOW IN ITS 17TH CONSECUTIVE YEAR OF 
TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-79.46 * 448 S. Hill St., Los Angeles, Michigan 0578 
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‘Holiday’ Describes 
‘Ad Row’ As Cozy 
and Bright in N.Y. 


New YorK—Holiday’s April 
issue carries a picture story on 
Madison Ave. and the advertising 
men in the Brooks Brothers suits 
who populate the stretch from 
40th to 52nd Streets. 

The headline bills “Advertis- 
ing Row” as a “world where life 
is as cozy and as bright as in the 
ads they produce.” Ad men will 


aKLX 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 
"ahiy by Burns 


| recognize in the pictures such rep- 
resentatives of the stem as Sigurd 
S. Larmon, Clarence B. Goshorn, 
Gordon E. Hyde (being fitted to a 
pair of $50 British brogans), Will- 
iam S. Paley, and others. 


Starts Testimonial Drive 


Pan American-Grace Airways, 
New York, began a new testimo- 
nial campaign last week in News- 
week, Time, and the New York 
and Chicago Journals of Com- 
merce and the Wall Street Jour- 
nal. The campaign, which utilizes 
85-line ads, is budgeted at $50,- 
000 and will run through 1950. J. 
Walter Thompson Co., New York, 
is the agency. 


MacKenzie Names Rehnwall 


Eric A. Rehnwall, formerly ad- 
vertising supervisor of the sound 
recording tape division of Minne- 
sota Mining & Mfg. Co., has been 
appointed an account executive of 

acKenzie Inc., Minneapolis. 


‘McGee’ Again Tops Pacific. 
Nielsen-Rating Report List 
“Fibber McGee & Molly” led 
the list of top evening programs 
on the Pacific Coast Nielsen-Rat- 
ing for the month of January. 
The first five evening shows 
were: 


Rank Program 
1 Fibber McGee & Molly 25.0 
2 Lux Radio Theater 24.9 
3 Red Skelton 22.7 
4 Grand Ole Opry 21.1 
5 Bing Crosby 20.3 


Theroux Joins Italian Daily 

Albert Theroux, formerly with 
the New York Sun, has joined the 
advertising staff of Il Progresso 
Italo-Americano, New York Italian 
language daily. 


Rondout Names Lyon Agency 
Rondout Paper Mills, Napanoch, 
N. Y., has appointed S. Duane 
Lyon Inc., New York, to handle ad- 
vertising in business papers and 


by direct mail. 


“Mobilgas Run’ 
Gets Special 


swine! Ad Backing 


Los ANGELES—General Petro- 
leum Corp. has launched a $250,- 
000 three-month ad campaign us- 
ing newspapers, outdoor and mag- 
azines in seven western states to 
tell the story of economical gas 
mileage provided by its Mobilgas, 
as recorded in its recent “Mobil- 
gas Grand Canyon Run.” 

The campaign will include 1,100 
boards, once-a-week insertions in 
175 dailies and Sunday magazines, 
and schedules in Sunset and West- 
ways. Nationally, its parent com- 
pany, Socony Vacuum, will run 


You wouldn’t write “Globe” with a small “g” 


globe is a_world map 


when 


you refer to the name of a newspaper. With a lower-case 


initial, the word means a world map or a lamp shade 


—or several other things. 


When you think of it this way, our request for the use 


of a capital “C” on “Coke” makes a lot of sense. 


Spelled with a lower-case “ 


c,” the friendly abbreviation 


for Coca-Cola has an altogether different meaning. 


Like “Globe” as the name of a newspaper, Coke and 


Coca-Cola are proper nouns. Correct usage requires 


upper-case initials. And more—they are both registered 


trade-marks, and good practice requires the owner of a 


trade-mark to protect it diligently. 


* * * 


Coke = Coca-Cola 


Both are registered trade-marks which distinguish the same thing 
and only one thing: the product of The Coca-Cola Company. 


THE COCA-COLA COMPANY 


Advertising Age, March 20, 1§ 


insertions in the April and May 
issues of Life and The Satur 
Evening Post. 


@ Tie-up advertising, both in th 
West and nationally, of the aute 
mobile companies participating ij 
the run, is estimated to be clog 
to $1,000,000. Many western dai. 
lies carried special sections 

tell the story of the run, and ad. 
vertising of winners in various car 
classes. 

The Grand Canyon Run, ip 
which 31 strictly stock American 
cars participated in an American 
Automobile Association supervised 
road est of gasoline consumption, 
was the first held by General Pe. 
troleum, which in 1945 took over 
Gilmore Oil Co., originator of the 
event. Gilmore staged the first 
such run in 1935 and held them an- 
nually until 1942, when war forced 
cancellation of the event. 


ws Designed as a grueling test of 
performance, the route wound 
from Los Angeles through the Mo- 
jave Desert and Death Valley, then 
through Las Vegas and Kingman, 
Ariz., ending at the Grand Canyon. 
Total mileage was 751.3, which had 
to be negotiated in an elapsed time 
of 18% hours on Feb. 15 and 16, 
Stops were permitted at officially 
designated points only. 

Scoring to determine winners in 
each class was based on a ton 
mileage per gallon basis, i.e., 
weight of cars and passengers in 
tons, multiplied by miles, divided 
by gallons of gasoline consumed. 
This method is designed to deter- 
mine the true performance and 
provide an equitable scale for all 
automobiles regardless of size or 
weight. Class competition was 
based only on price brackets. 


@ Winning cars averaged from 
the 26.524 miles per gallon of the 
sweepstakes winner (Mercury) to 
the 22.080 miles per gallon posted 
by a Cadillac Series 60 Special, 
lst place winner in the highest 
price division. 

Cars were permitted to use 
either regular or premium Mobil- 
gas. In commenting on the test, C. 
S. Beesemyer, executive vice-pres- 
ident of General Petroleum, 
pointed out that the company has 
in the past called attention in its 
advertising to the fact that a ma- 
jority of cars do not, from a stand- 
point of performance, require 
anti-knock characteristics (AA, 
July 25, ’49). 

West-Marquis, Los Angeles, is 
the General Petroleum agency. 


Becomes Hal Short & Co. 


The corporate name of Short 
& Baum Inc., Portland, Ore., has 
been changed to Hal Short & 
Co. Inc. Mr. Short’s former part- 
ner, Ted Baum, sold out his interest 
in the agency two years ago. Three 
new accounts are Aluminum Lock 
Co. of America, Portland, using 
newspapers in the West, with 
plans to enter midwestern and 
eastern markets later this year; 
Raymo Laboratories, Portland, 
proprietary manufacturer, for a 
test campaign in the Pacific North- 
west; and Long-Bell Wood Spec- 
ialties Division of Long-Bell Lum- 
ber Co., Portland, for introduction 


of a complete ready-to-finish 
kitchen unit. 
Moehren and Reid Join Hall 


Walter A. Moehren and Dorothy 
C. Reid, who were previously 
treasurer and senior associate, re- 
spectively, with A. S. Bennett As- 
sociates, have joined the Lloyd H. 
Hall Co., New York, market re- 
searcher, as marketing research 


aS = 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


COPYRIGHT 1950, THE COCA-COLA COMPANY 
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THE dl 


EXECUTIVES 
AND 
DIRECTORS 


of the companies you are selling 
or want to sell. 


le 


Best Customers 


and Best Prospects | 


for Practically 
Everything 


. . . people who in a week do 
more planning and discussing 
and managing—more buying and 
consuming and recommending — 
than most people do in a month. 


To get them on your 
side, reach them 

in their own first- 
choice magazine: 


TIME 


The Weekly Newsmagazine} tol 


to get them on your side 


TELETYPED FOR YOUR ATTENTION. 

HAVE COMPLETED SURVEY OF LEADERS OF AMERICAN BUSINESS... 
RANDOM CROSS SECTION OF NAMES OF DIRECTORS AND EXECUTIVES 
LISTED IN POOR,S REGISTER. 


QUESTION NO. 1 =~ . 

"WHAT ARE YOUR FIRST AND SECOND CHOICE MAGAZINES/* 
TIME RECEIVED MORE THAN 1 1/2 TIMES AS MANY “FIRST CHOICE" 
MENTIONS AS NEXT MAGAZINE. 


QUESTION NO. 2 == | 
"WHAT DO YOU GONSIDER MOST IMPORTANT MAGAZINE 
PUBLISHED IN U. S. TODAY/* 

TIME RECEIVED MORE THAN TWICE AS MANY MENTIONS AS NEXT MAGAZINE. 


/MORE COMING/: 


HAVE RESULTS OF MORE THAN 120 SURVEYS AMONG GROUPS OF BEST 
PROSPECTS AND BEST CUSTOMERS FOR BOTH CONSUMER AND 
INDUSTRIAL PRODUCTS. IN NEARLY EVERY CASE RESULTS ARE THE SAMEs 


//TIME IS THEIR FIRST CHOICE MAGAZINE.// 


GROUPS SURVEYED INCLUDED ..- 
BEST DEPARTMENT STORE CUSTOMERS, BOSTON.. 
CUSTOMERS/PROSPECTS OF THE UNDERWOOD CORP. 
PEOPLE LISTED IN “WHO,S WHO IN AMERICA® 
LEADING FOOD BROKERS 
BEST DRUG STORE CUSTOMERS, BUFFALO 
PASSENGERS/THE CITY OF SAN FRANCISCO 
HARVARD GRADUATES, CLASS ,39 
CUSTOMERS OF ALUMINUM CO. OF AMERICA 
AND 116 OTHER SURVEYS. ASK FOR TIME-TABLE SHOWING ALL OF THEM. 


THOMAS E. RYAN, TIME RESEARCH, ME 
nh 


S ROCKEFELLER PLAZA, NEW YORK 20, 
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.-- And now, the Fastest-Sellin 4m 


on the newsstands announcesa 


... with its January, 


A. B.C. GUARANTEE — 750,000RAT 


Anybody who knows what’s been happening in the Man- 
Market expected Arcosy to reach and pass a million. 


But few people ever dreamed that The Complete Man’s 
Magazine would open the door so wide, so soon, to this newest 
of major markets. 


After all, less than three short years ago, ARGosy was less than 
a quarter-million total . . . smaller than the bonus alone being 
delivered today. But two years ago ArGosy crossed the 500,000 
mark and has been climbing up, up, UP steadily . . . not only 
the fastest growing man’s publication, but the fastest-selling 
of all magazines on America’s newsstands! 


And now, with returns in for the first three issues of 1950, 
Arcosy is exceeding the million mark. We anticipate a con- 
tinuing excellent newsstand sale of ARcosy to men during 
1950, but the present rates (based on 750,000 guaranteed) 
are firm at $2.50 per page per M for the seven remaining 1950 
dated issues. ARGOsy now is the sales-maker, unparalleled for 
vitality and economy, in the publishing field today! 


For those of you who may wonder how Arcosy has been able 
to continue its rocket-like growth, look what has been happen- 
ing in the Man-Market this past decade .. . 


...@ 6 million increase in male population 
...2% million more men at work 

-+-9% more married men 

.-. 16% greater income 

... more leisure time, more education 


These pronounced trends, plus widespread governmental, col- 
lege and sales research, have revealed and are revealing the 
male as a primary purchasing factor. This has all added up 
to make ArGosy’s timing perfect. 


That’s why it’s time for you to start selling in ARGosy month-in, 
month-out as so many of today’s leading marketers are doing. 
Let us show you who they are, why they’re in the Man-Market 
—with our latest sales study “Men 1950—How to Sell Them.” 
Write for it now. 


New York: 205 E. 42nd Street. Chicago: 333 N. Michigan Ave. 
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gmagazine 


$a circulation exceeding 


February and March issues 


ATES GUARANTEED THROUGH 1950 DATED ISSUES 


sated bought Million Man-Fower Argosy coe 


ADVERTISER 


American Safety Razor 

Fred Arbogast 

Boyle-Midway 

Barbasol 

L. L. Bean 

Book of the Month Club 
Bristol-Myers 

Calvert Distilling 

Canada Dry 

Casite 

Centaur-Caldwell Div. 
Champion Motors 
Chesebrough Mfg. Co. 
Chris-Craft 

Commonwealth of Pennsylvania 
Cobbs Fruit 

Cluett, Peabody 

Crosman Arms 

Disabled American War Veterans 
Delta Electric Co. 

Doubleday & Co. 

Cortina Academy 

Evinrude Motors 

Exide 

Fiction Book Club 

Grumman Aircraft 
International Corres. Schools 
Institute of Commercial Art 
Ithaca Gun 

Johnson Outboard Motors 
Kaywoodie 
Larus Brothers 


PRODUCT 


Star Blades 
Fishing Tackle 
3-in-1 oil, Plastic wood 
Shaving Cream 
Sporting equipment 
Books 

Vitalis 

Calvert Reserve 
Sparkling Water 
Motor Oil Additive 
Molle 

Outboard Motors 
Vaseline 

Boats 

Recreation 

Fruit Baskets 
Sports Shirts 
Firearms 

Contest 

Tools 

Literary Guild 
School 

Outboard Motors 
Batteries 

Books 

Canoe 

School 

School 

Firearms 
Outboard Motors 
Pipes 
Edgeworth Tobacco 


AGENCY 
Ruthrauff & Ryan 


Gates Bourgeois 

W. Earl Bothwell 

Erwin, Wasey 

A. W. Ellis Co. 

Schwab & Beatty 

Doherty, Clifford & Shenfield 
Lennen & Mitchell 

J. M. Mathes 

Keeling & Co. 

Young & Rubicam 

C. R. Gay 

McCann, Erickson 

Brooke, Smith, French & Dorrance 
Gray & Rogers 

Newman, Lynde 

Young & Rubicam — 
Scrivener, Lewis & Co, 

C. L. Miller 

Lamport, Fox, Prell & Dolk 
Maxwell Sackheim 

Schwab & Beatty 
Cramer-Krasselt Co. 
Geare-Marston, Inc. 

H. B. Humphrey 

Corydon M. Johnson 

N. W. Ayer 

Donahue & Coe 

David E. Fisher 

Lamport, Fox, Prell & Dolk 
Anderson, Davis & Platte . 
Warwick & Legler 


ADVERTISER 


Liggett & Myers 
Linguaphone Institute 
Lionel Corp. 

Loews, Iric. 

McGraw Hill 
McKesson & Robbins 
Philip Morris 
Mennen Company 
Mercury 

Marlin Firearms 

R. V. Delaphenha 
Arthur Murray 
James Heddon’s Sons 
National Distillers 
Olin Industries 
Prentice Hall, Inc. 
Pal Blades 
Enterprise Mfg. Co. 
Province of Quebec 
Publix Shirt 
Publicker Ind. 
Regens Lighter 
Ripon 

Springs Cotton Mills 


Scott Atwater Mfg. Co. 


Shakespeare Company 
A. Stein & Company 
Stoeger Arms Corp. 
True Temper 

John Middleton, Inc. 
Wildroot Co., Inc. 
...and many others 


Some of the Leading Advertisers and Agencies who have 


PRODUCT AGENCY 
Chesterfield Cunningham & Walsh 
School Arthur Rosenberg 
Trains, Airex Reiss Advertising 
MGM Pictures Donahue & Coe 
Books Schwab & Beatty 
Tawn Benton & Bowles 
Country Doctor Albert Woodley 
Shaving Cream Duane Jones Company 
Outboard Motors Jim Baker 
Firearms Craven & Hedrick 
Myer’s Rum Gotham 
Dancing School Ruthrauff & Ryan 
Fishing Tackle Brown Advertising 
PM Whiskey Lloyd, Chester, & Dillingham 
Winchester Firearms D’Arcy Advertising 
Bus. Exec.Handbook J. M. Hickerson 
Razor Blades Al Paul Lefton 
Pflueger Skilkast Reel Critchfield & Co. 
Recreation Russell T. Kelley 
Tru-Val Shirts McCann Erickson 
Old Classic Whiskey Cecil & Presbrey 
Cigarette Lighter Kelly, Nason, Inc. 
Loafer Sox Geer-Murray 
Bed Sheets, Shirts Erwin, Wasey 
Outboard Motors B. B. D. & O. 
Fishing Tackle Ruthrauff & Ryan 
Paris Garters Walter L. Reubens & Co., Inc. 
Firearms Albert Frank-Guenther Law 
Fishing Tackle Griswold Eshleman 
Walnut Tobacco Anderson, Davis & Platte, Inc. 
Hair Tonic B. B.D. & O. 
ri eg pees st SE 9. 8 


ii ee Re meen a ae Re ye eg ant ea a ee on oe ee Se ie ee ee ee” ee nn PS aii 3) sie * ime. f La ee ee hee es, ee ee ose 2 +‘ 
ig 
: 
. are Ms 
af =. Y - 
at Goa 
* Pia an 
iar = 
Se 
+ 
4 2 ‘ 
| : 2 ; i“ : . , . 
‘ 4 a ; a Behe 
: ‘* ; “ Ly ‘ ie is Ee. 
bs os : me ‘5 7 : ; 
; eg 4 : ¢ e eg 2 
RS : z ~ : : 
: ty % - ¥ se ‘ » . 
‘ _ Por, ae eS Bs : 
x . “ ee. me e 
‘ ‘ag os Ka % é : Rs 
| ee hi Ps te 2 wn ey j 
3 a es 3 , : : 
ae : 4 a e ‘Son “ age 
¢ : ~ 3 bhi eey e 93 a 
2 y E a ” oe eh 
: 
ee) 
ii a 
, ihe > : 
7 a 
D ee Pees 
ah eat 
are 
a ary 
ba oh, G 
aa ae 
| Saree . 
| Ghat me 
ee 
ee | P| FC 
Tq ' 5 
| 
t 
eee 
ee 
= 3 
“4 XL 
‘ tie io eens ey: 
oe ee 7 cai) _ ip Sear ns pil eases tia eee AS hee ed 4 os ils Slee alii aa me cael, Srl eee a ae ee ee A wane gt hy Een : es . woe gi it 2 
ce Pee : - i Set. ote Le eae yee ta BROT el Oa ae ne Ce nee Wetter ete es, en aad Mee ee Mee) ihe oe ae ee See: ae aes wie ; ; are eta rama 


20 


Paper Restrictions 
on Magazines 
Lifted by Britain 


Lonpon—Stiff competition in the 
British magazine publishing field 
is returning after ten years of dor- 
mancy. 

Controls on paper used in the 
production of periodicals have 
been lifted and publishers now are 
pushing hard for increased circu- 
lation. In addition, many of the 
weeklies have added four or eight 
pages. 


ws Largest publication in the 
weekly field is Radio Times, with 
a circulation of more than 8,000,- 
000. Average net sales in 1949 
were 7,765,361 and the advertising 
rate guarantee is 7,000,000. 

Other weeklies, which are going 
all out to boost circulation, are 
Picture Post, Illustrated, Woman 
and Woman’s Own. Publishers of 
the two women’s weeklies have 
been using full pages and spreads 
in leading dailies to push their 
periodicals. 

Woman claims a circulation of 
more than 2,000,000 and Woman’s 
Own puts present sales at 1,700,- 
000. The six-month audit will be 
made in June. 

A number of publishing houses 
also are planning new magazine 
ventures. Hulton Press, for ex- 
ample, soon will launch a new 
— éartoon booklet for children. Many 
b publishers planning new books 
will have to wait until they can 
obtain more paper, still in short 
supply. 


s In addition to the lifting of pa- 
per restrictions, the government 
on March 1 also opened the door 
to British distribution of English 
language periodicals originating in 
such countries as France, Holland 
and Eire. 

At the moment, there are few 
magazines published in those coun- 
tries which offer British publish- 
ers much competition. However, 
it is expected that Time, printed in 
France, and other European edi- 
tions of American magazines soon 
will take advantage of the ruling 
and stake out claims in Britain. 


Two Name Harry Paul Agency 


Harry Paul Associates, Boston, 
has been appointed to handle ad- 
vertising of Burlon Co., Boston, 
maker of the Jim Britt sports shirt, 
using national magazines and co- 
operative dealer newspaper copy. 
The agency also has been retained 
by the C. K. Grouse Division of 
Associated Distributors Co., Bos- 
ton, for advertising of its military 
and naval insignia rings. National 
magazines will be used. 


STRIKING LABELS 


pert 


@ sharp. ng adhesive 


Increase sales, dress-up your packages, 
speed up deliveries with FENT-ONAMEL 
labels. They're different -the only 
labels of their kind made. 


Write TODAY for samples & prices 
“FENTON LABEL CO." 


DEPT. 14, 506 RACE ST., PHILA. 6, PA. 
Please send prices and samples of shipping labels 
and stickers for 
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Names Mercready, Handy 


Mercready, Handy & Van Den- 
burgh, Newark, has been named to 
handle the advertising of W. J. 
Sutcliffe Co., East Rutherford, 
N. J., manufacturer of paints and 
varnishes. 


Burndy Appoints Sackheim > 


Burndy Engineering Co., New 
York, manufacturer and designer 
of precision engineered electrical 
connectors, has placed its adver- 


Prizes Ready for 
Boy Who Resembles 
TV ‘Howdy Doody’ 


New YorK—“Howdy Doody,” 
NBC-TV’s highest rated kid show, 
has started a search for the “How- 
dy Doody Boy of 1950,” a living 
replica of the popular puppet. 

The freckle-faced boy who 
the judges decide most closely re- 


to New York at Eastertime for 
personal appearances. He will be 
showered with 250 presents, in- 
cluding a TV set, movie projector 
and bicycle. The winner also will 
receive a longtime supply of Poll 
Parrot shoes, Mars candy, Colgate 
toothpaste and Ovaltine—preducts 
sponsored on the Monday-through- 
Friday telecast. 

Nominations may be made for 
the “Howdy” double by sending a 
photograph to NBC. The winning 
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the person who nominated hi 
The contest closes March 26. 


Katz Appoints Donahue 


Scott Donahue Jr., former act 
ing sales manager of WPIX, Ney 
York, has jained the New Yor 
TV sales staff of the Katz Agency, 
station representative. 


KPHO-TV Names Petry 
Edward Petry & Co., New York 


tising with Ben Sackheim Inc., 
New York. 


sembles “Howdy” will be brought 


youngster will be accompanied by 


has been appointed to represen 
KPHO-TV, Phoenix. 
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GAINING. 
The New FLEET OWNER is 


ringing bells with the men 


responsible for America’s giant truck industry 


Executives in the fleet field, and the men 
who supply and maintain it, are saying 
some pretty nice things about the new 
FLEET OWNER. 

Consensus is, that FLEET OWNER, 
staffed by editors who know their busi- 
ness, is now filling the need long ex- 
pressed by industry leaders for a real 


truck publication. 

This is only the beginning. The FLEET 
OWNER editorial staff is just warming 
up. Issue by issue FLEET OWNER will 
show marked improvement . . . making it 
a better and better buy for the reader, and 
for the advertiser who has a product to 
sell to the fast moving truck industry. 
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Variety Sales Predicted 

Variety Merchandiser predicts 
that chain variety store sales in 
March will be 0.1% above sales 
during the corresponding month 
last year and April sales will be 
5% under those of April, 1949. 


Pete Bingham Joins JWT 


Pete Bingham, formerly head of 
the production department. of Des- 
mond’s, Los Angeles, men’s store, 
has joined J. Walter Thompson 
Co., Los Angeles, as assistant me- 
chanical production manager. 


Blaw-Knox Appoints Hogg 


Edward V. Hogg has been ap- 
pointed sales manager of the Buf- 
lovak Equipment division of Blaw- 
Knox Co., Buffalo, steel products, 


succeeding the late George A. 

Rowland. 

Rich to Comstock, Dutfes 
Arthur H. Rich has been ap- 


pointed an account executive of 
Comstock, Duffes & Co., Buffalo. 
He was formerly an account ex- 
ecutive of Roizen Advertising 
Agency, Buffalo. 


Moves Chicago Office 


U. S. News & World Report will 
move its Chicago office from 180 
N. Michigan Ave. to 35 E. Wacker 
Dr. on arch 27. The office is 
headed by Norman O. Mack, west- 
ern manager. 


Ommerle Joins Columbia 


Harry G. Ommerle, who for- 
merly operated his own talent 
agency and package producing of- 
fice, has been named manager of 
program sales for the radio net- 
work of CBS, New York. 
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Kinsey Makes Some Changes in New Drive 


PHILADELPHIA—Kinsey Distilling 
Corp. has launched a new newspa- 
per campaign for its Kinsey Gold 
40 and Kinsey Silver 40 blended 
whiskies, using small space in 151 
newspapers in 137 markets. 

Small space is utilized in two- 
column and three-column poster- 
type ads, as contrasted to 600-line 
illustrated ads previously used for 
these brands. 


The same slogan, “No other 


WITH EVERY ISSUE 


ance, 1958 


k Veber BH 


whisky offers you so much for 
your money,” is used in the new 
campaign, but the Gold and Silver 
blended brands will be promoted 
separately and not together as in 
prior campaigns. 

J. D. Tarcher Co., New York, is 
the agency. 


ABC Promotes Two 


Ray Diaz has been added to the 
staff of the stations department of 
American Broadcasting Co., New 
York, and Reginald Willcocks, for- 
mer supervisor of New York trans- 
missions, has been named to suc- 
ceed him as traffic manager. 
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FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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Oldsmobile Boosts 
Ad Budget to New 
High of $9,000,000 


Detroit—Oldsmobile division of 
General Motors Corp. has boosted 
its ad budget from $8,000,000 to a 
record $9,000,000. 

Largest chunk of the expen- 
diture will go to the newspaper 
phase of the promotion. Half-page 
(the lower half of the page) and 
ten-column insertions have been 
scheduled in 3,000 daily and week- 
ly papers throughout the country 
on a heavy schedule. 

Television also will get a large 
share of the total. The company 
will continue the Douglas Ed- 
wards show and its daily news 
roundup. In addition, Oldsmobile 
will use spots and a wide variety 
of local shows in 40 TV cities. 

Main reason for the increased ex- 
penditure was the increase in sales 
early this year. “Our January and 
February sales were the highest 
for those months in Oldsmobile 
history,” said S. E. Skinner, gen- 
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TOP MANAGEMENT’S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Ill. 


eral manager, “and we will pro- 
mote our car to the utmost to 
keep sales at the accelerated 
pace.” The company hopes to sell 
400,000 cars this year. 


ws The entire drive will emphasize 
the performance of the company’s 
Rocket engine and Futuramic 
styling. Radio spots on 500 stations 
will plug both ideas, at the same 
time featuring the “Merry Olds- 
mobile” song long identified with 
the product. 


The magazine list includes Bet- 
ter Homes & Gardens, Collier’s, 
Esquire, Flair, Fortune, Harper’s 
Bazaar, Holiday, Life, Look, Na- 
tional Geographic, Newsweek, The 
New Yorker, The Saturday Eve- 
ning Post, Time and Vogue. 

Farm publications on the list 
include Capper’s Farmer, Country 
Gentleman, Farm Journal, Pro- 
gressive Farmer, Southern Agri- 
culturist, Southern Planter and 
Successful Farming. D. P. Brother 
& Co. has the account. 


‘Harper's’ Names Wilson 


Robert C. Wilson, formerly with 
Columbia Broadcasting System 
and The American Weekly, has 
been appointed advertising man- 
ager for the centennial issue of 

arper’s Magazine, which will 
appear next October. 


Carton Co. Names Barlow 

United Board & Carton Corp., 
Syracuse, whose account pre- 
viously was split, has appointed 
Barlow Advertising Agency, Syra- 
cuse, for the entire account. 
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Gillette Will Sponsor 
Basketball Over ABC-TV 


Gillette Safety Razor Co., Bo 
ton, is airing three of the leading 2 
basketball games of the season 
the National Invitation Tour 
ment finals, the National Colle 
giate Athletic Association Easte 
Regional finals and the East-We 
All Star game—over 26 ABC- 
stations. 

Time for the games—March 1 


| 25 and April l—was clearej 
through Maxon Inc. 


on gee es A ee ee eke ee ge "a = Me le oe oul ee or rs us a a a a 
r t 
22 
es 9598) Advertisi 
ae 
a Erwin, 
ae oronto, 
i andle 
us apfl lic 
ad etergent 
Res oronto. 
a 00 lines 
ia chedulec 
ie ans for 
a nder di 
eS i ppoint 
| oe | | eee oO 
ay a eee aE re ee eR en ee ee a a ee ee 
| ply Ca. 
ts 
en 
; oo 
m8 7 es ‘ — 
me J ? hw 
aby: : , : + 
¢ 2 q ~ = ‘ ve 
| . > ws ¢ 
3 s \ ra ae 3." oy 
: S Wart | 
iss . = 7 -~J 
we iad <‘e 
es : Ss i .§ 4 > aa ; 
= “ & ‘ 4 * a > Bea 
; Ss * : , . = fe ; 
= a \Y | ! : 4 wes 
| ho F 
; i ie — 
aia oa es Mire 
- ~ 
eo Ne eal 
Oa ee 
is ’ 
h 8 oT oe | 
er ‘ : eo oh aes mabe: 
ae => 
S | a 
es a P iF oe ce ae ie 4, Ps a y, 
= : Ne Ce , i” 
a $ rn 3 ‘ ie 
Be ‘Gell s ee ae ‘ | <= % i] : ’ i. _—— 
* re kD a eae t > Fi =m 
a eee = ar 2 ta ea ot omc 
ae Se ie : Boe at i ‘ A ra ay ea a ~ ; } 
; ; a oe pe : Pee 2a a ¢ h eee a: é a x fi. ; ’ . =. Pg 
ms es eee. “ Pee waif +f. te . “Sy 4 weet 
es ese ree on @ 8" 4 k aS ; = : a. i je 
“ ee, ss J ee in an fe . 5 t. % mee 2G Gs, AS = eine tt ~ 4 
‘ ; — Va ee !* ae vers : 
7 Be eee, —_—. Sa : ah s < ips — oa ” is os 7 ee Se ‘ bi 
i ag Ve , ap Hee a : oe mo. a a a oy ’ ain Serce se a a ~—<— 
ers ea oS eo a JT is ieee Ca *f = Fry ny a ott 
a ree ee ~~. | (ee, oa ; dee od fae ty : _ 
oe Bue. fae ie bm ~ a ae ; t oS 4 y F > j ai ro a Sag 
= fe Tee ee. a . ne es pe a Pi ae SS ‘ 
; a4, eg Pe a am ? kt a ~ le ET ph ; Pe : Ee ie 
F ee, '. ry . g.”% ‘s ae A ee ee thee . es ail 
i pee oe  & FS * en See. te > ee 
4 OSD a’ “ y 4 : rie Ber > yt tala ot i . 4 ines an 
4 y eee % al ae " : aE Ff * Fe aes Te, ee ton <a a 
eu Sie. Pe le! : Ae yg ARS EE A cae “ee ae ae 
ire i oe : (se Ceara dae. he 2 ee ee Sie eee : : f —— 
oe bsind i aie * Se gk ei . eee " . 4 ce Wn, ci ee eae, he = « Z E oY 
, at “ps a ia ees: Re ees ie Fe ft a. a ion 
S 2 ‘ ae see ee. ee pe At i, —_ 
me | 2heg - ~ a ae’ ep. Sams at it ar ” 
= Urnal of Go A a{ it “eae! % . cael e eee Pee oe ' ogre oF creel a ' J . ; =a 
So See Frasael Erin i ry ES» ges o ee ee eR i Oe + ae ie ae .* Se. 
. a ae a ae [a ae ee oe”. te \ 
2 ——— ie Po ee wee ee Pea yy lias bars “od 
ee : —=— aaee ’ | ‘ . ie. = a |. oe og ge a 
7 ta co Unt Oe fll inqairy Trest Pen | == Le: ee ; 2) Seidel, & a a . 
a Se ee es Eee we Reo ee < 4) | < * Oe « wee ii me 5 hina 
A al THE aise : » oe aa eae fe oa ke a x aoe + ie i Be ; 4 ey 
a | 7 Aap % * i o. Ae ‘in ee — toh é . 
a | . ; my a4 ’ a >» % 4 Pes. pe Bm, A we : ee i - Bi 
oe 4 ee eo Soe i ae set ia a 
- | \ » e Wee ae 
ea) 3 oe i ‘a Ba m [7 . a . | 
ef So = -) wa a. | ae 
: i , ; : a ke ~ : nd E 
nas 
a an 
bie Bh es. ve ne ; i a 2 i Ss 1 be i 2 i lant vie eer ioe ie. sae han fe i F a . ; 
ca gases bide ofl —— Dc La aga gi ea ec Oe eg ’ = (ieee aha oe por — = si ne se _ CIS ge ee ee age a RD ee a ae pear aL ia yl Spee 
EL LL LMA LLL ALAM NEN LEE ESSE 


Advertising Age, March 20, 1950 


Kapt] Names Erwin, Wasey 

Erwin, Wasey of Canada Ltd., 
Toronto, has been appointed to 
handle Canadian advertising of 
Kapfl liquid concentrate, a new 
detergent made by Kapfl Co, 
Toronto. Insertions of 1,200 lines, 
400 lines and smaller copy will be 
scheduled for Toronto dailies, and 
plans for use of other media are 
under discussion. 


Appoints Atherton Agency 
Community Towel & Linen Sup- 
ply Co., Los Angeles, has ap- 


pointed Atherton Advertising 
Agency, Los Angeles, to handle the 
advertising for its recently estab- 
lished Linen Closet Club, a com- 
plete linen service for the home. 
Initial promotion will consist of a 
television spot campaign. 


O’Brien & Dorrance Named 


O’Brien & Dorrance, New York, 
has been appointed to handle the 
advertising of Weed & Co., radio- 
TV station representative, and 
National-American Wholesale 
Lumber Association. 


WNBC, WNBT Name Two 
James C. Hirsch, formerly a 
free-lance advertising man, and 
Francis F. Sanford, previously in 
the advertising department of 
Fortune, have been named account 
executives in the sales depart- 
oat of WNBC and WNBT, New 
ork. 


Bogan to ‘American Weekly’ 


Stanley A. Bogan, previously 
with Esquire, has been named as a 
member of the New York sales 
staff of The American Weekly. 


Henderson Agency 
Airs Dedication 
of New Offices 


GREENVILLE, S. C.—When the 
Henderson Advertising Agency 
moved to new offices at 9 W. Mc- 
Bee Ave. here on Feb. 26, the list 
of those present at the dedication 
ceremony read like a Who’s Who 
of South Carolina—Gov. J. Strom 
Thurmond, U. S. Senators Burnet 


GREATEST SALESMAN 


THE HOOPERS! 


Latest Hooper proves WWL outranks all New Orleans 
stations in share-of-audience. Evenings, WWL takes 
a greater share than next 2 stations combined! 


GULF or mexico 


HE HELPS YOU MERCHANDISE, TOO 


You get still another valuable plus from WWL 
—effective promotion for advertisers. Through 
personal calls on distributors and jobbers, wide- 
spread use of point-of-sale material, and other 
activities, WWL gets you plenty of action on 
the selling front—more by far than any other 
New Orleans station. 


A DEPARTMENT OF LOYOLA UNIVERSITY 


50,000 WATTS 


REPRESENTED NATIONALLY BY THE 


and South's Greatest Salesman delivers you 
a Great Multi-State Audience, too 
Of all New Orleans stations, WWL, 


alone, gives you this dominant cover- 
age of the rich Deep-South market: 


INTENSE PRIMARY 


(50%+ to 90%+)...114 Counties 


PRIMARY 


(25%+ to 50%+)...128 Counties 


PLUS 


TOTAL 


CBS AFFILIATE 


KATZ 


NEW ORLEANS 


(10%+ to 25%+)...401 Counties 
643 Counties 


CLEAR CHANNEL 


AGENCY 


R. Maybank and Olin D. Johnston, 
Rep. Joseph R. Bryson, Mayor J. 
Kenneth Cass of Greenville and 
other local, state and national dig- 
nitaries. 

The ceremonies were broadcast 
over Station WFBC here, and also 
were transcribed for airing as a 
delayed broadcast by WKIX in 
Columbia, S. C., WAYS in Char- 
lotte, N. C., and WCOG in Greens- 
boro, N. C. 

The new offices were designed 
by the agency in collaboration 
with the McPherson Co., industrial 
and technical engineering organi- 
zation. 


Knox Joins Knitting Book 

Needlework Publications, New 
York, has appointed Margot Knox, 
formerly with Famous Features 
Syndicate, as sales promotion man- 
ager of Modern Needlecraft. 


Bank Names Erwin, Wasey 

The Minneapolis office of Er- 
win, Wasey & Co. has been ap- 
pointed to handle advertising of 
the Marquette National Bank of 
Minneapolis. 


“Haven't We Forgotten 
Something Important?” 


If your advertising and sales pro- 
motion budget does not include 
an appropriation for a catalog, 
it is incomplete. A good catalog 
is a basic selling tool. Nothing 
has ever been invented that 
takes its place. 

Is there a sound reason for 
delaying the publication of your 
catalog? Too many product 
changes? Lines not complete? 
Frequent price changes? You'll 
miss many profitable sales if you 
wait for “conditions to change.” 


A LOOSE-LEAF CATALOG 

IS THE ANSWER 
The loose-leaf method of cata- 
loging enables you to print 
“pages” instead of complete 
books. Because pages may be 
added or removed quickly and 
easily, your catalog can be kept 
current at small cost and with 
very little trouble. Your custom- 
ers will reward you with orders 
when you give them a catalog 
they can use. 


HEINN LOOSE-LEAF COVERS 
SERVE FOR YEARS 
Heinn originated the loose-leaf 
system of cataloging to elimi- 
nate the very objections you 
may have about getting out your 
catalog “at this time.” You CAN 
have your catalog — get those 
extra sales — without wasting 
time and money. Loose-Leaf 
pages, indexes and Heinn Covers. 
Let Heinn show you how it is 
done. Write, The Heinn Co., 326 
W. Florida St., Milwaukee 4, Wis. 
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1950 Edition of 
“Modern Pubiicity’ 
Is Art Anthology 


New YorK—Studio Publications 
Inc. has published the 19th issue 
of “Modern Publicity” (the second 
since the war). 

The anthology of graphic art con- 
tains more than 500 reproductions 
of art in various media, from 27 
countries. 

Outstanding examples of the 
graphic arts, as selected by the 
editors, cover such fields as calen- 
dars, posters, direct mail, maga- 
zine advertising, newspaper ads, 


AMALIAG AWiW 
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showcards, catalogs, letterheads 
and packaging. 


s In the foreword to the volume, 
the editors conclude that the aver- 
age of advertising art is low and is 
not improving; advertisers are 
afraid to be different from their 
competitors; too many agencies 
underrate the intelligence of the 
public, and too many advertisers 
have much to learn of the art of 
visual appeal. 

The volume is available from 
The Studio Publications Inc., 381 
Fourth Ave., New York. The price 
is $8. 


Searcy Adds Two Accounts 


Searcy Advertising Agency, 
Portland, Ore., has been appointed 
to handle a campaign for Cord- 

Portland, including ads in 
il issues of American Home 
and Liberty. Advertising in Re- 
tailing Daily started in March. 
Cord-Up is a new flexible metal 
post which clamps on the ironing 
board to hold the iron’s cord out 


BALTIMORE AWARD—Abe Burrows, named the outstanding TV-radio personality of 

1949 ‘by the Advertising Club of Baltimore, receives a plaque from Gov. William 

Preston Lane of Maryland. Others (left to right): Jake Embry, president of the club; 

Theodore A. Newhoff, president of the agency which bears his name, and Samuel 
Hammerman, chairman of the advertising club banquet. 


of the way. Searcy also has been 
named by Guardex Co., Portland, 
maker of a metal guard for glass 
coffeemakers. Electrical Merchan- 
dising is scheduled for a series of 
three ads, and shelter magazines 
will be used later. 


Bondy Joins Kenyon Agency 

Kenyon & Eckhardt, New York, 
has added Anton Bondy, formerly 
media coordinator with Batten, 
Barton, Durstine & Osborn, to its 
media department as a_ space 
buyer. 


TASTE-APPEAL 


FIRST IN a series of full-color ads prepared for 


Penick & Ford Ltd., Inc., makers of My-T-Fine 
desserts; this page is currently appearing in 
"Life" and women's service magazines. For taste 
appeal; all interest is centered on a dominant 
natural—color photograph. For quick reading; 
copy is whittled to a minimum and presented in 
captions or attention-getting balloons. 


THREE YEARS of testing at the local level by 
BBDO Los Angeles set the style for Rexall's new 


national advertising 


series. This page ad ran 


in the February 6 issue of "Life." It has been 
measured on direct sales results in 10,000 
Rexall drug stores. The initial ad of this type 
resulted in the most successful one-cent sale in 
the 36-year history of this event. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


NEW YORK * BOSTON * BUFFALO * CHICAGO ¢* CLEVELAND 
MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD * LOS ANGELES 


NEW PHRASE in the language: 


'Holiday." Smile on face of 


character, is being duplicated on faces of Cham— 
ber of Commerce members in the Sun Country. 


SEVERAL TIMES each year, the Broadway cast of a 
"Theatre Guild on the Air" show journeys to a 
plant city or marketing center to build goodwill 
for United States Steel Corp. The photo shows 
Celeste Holm and Van Heflin arriving in Minne- 
apolis for a broadcast honoring Minnesota's Cen— 
tennial Year. The U.S. Steel hour (Sundays, NBC) 
is radio's "most awarded" dramatic show. 


"Quickie Vacation." 
It was coined to sell winter—weary businessmen on 
a few days' relaxation in the TWA-served Great 
Southwest. This winter's magazine and newspaper 
Advertising is spearheaded by color pages in 


"Suntan Joe," TWA 
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Footnotes 


By G. D. CRAIN Jr. 


There is a lot of valuable infor. 
mation in the hands of salesme 
who are in close personal toug 
with customers and prospect 
which is never used by their com. 
panies. The reason appears to bh 
the normal human failing on th 
part of management of not being 
able to take criticism. 

Putting it differently, a manu. 
facturer will pay thousands of dol. 
lars to a research organization 
to find out what his dealers and ul- 
timate users think of his products, 
and will cheerfully carry out the 
suggestions regarding product 
changes which may be implicit in 
their findings. 


s But if his salesmen bring him 
the same criticisms, his normal re- 
action is that they are merely an 
alibi for failure to produce busi- 
ness. The result is unwillingness 
to listen, and resentment toward 
the salesman who brings back un- 
favorable comments from the field. 

By way of example, a leading 
advertising agency executive re- 
ported a conversation he had re- 
cently with the branch manager of 
a client. The latter pointed out a 
number of ways in which the pro- 
ducts of the company could be im- 
proved to make them competitive 
in their markets. He urged the 
agency man to call the attention 
of the president of the company 
to this situation. 

“Why don’t you report the facts 
yourself?” asked the agency man. 
“Some of our boys have reported 
them,” replied the sales execu- 
tive, “but they aren’t working for 
us any more!” 


= Here’s another case, right out of 
the experience files of an adver- 
tising agency which has an account 
in an important but highly com- 
petitive field. The product is sold 
through retail stores, and com- 
peting lines have been getting bet- 
ter display and promotion by the 
dealers. Why? The answer given 
by the trade is that the competi- 
tion is doing a much better job of 
design, judged by public demand. 
When the agency man handling 
this account reported his findings 
to the company, the head of the 
design department was brought in 
and immediately took issue with 
the report. He had a very convinc- 
ing line of technical arguments, 
which apparently carried weight 
with the management. Maybe they 
will change their design policy to 
meet the criticisms of the trade and 
the public, but the chances are 
against it. 


s Business executives will go to 
luncheon clubs to hear well ad- 
vertised and highly paid speakers 
tell them things they may not like 
or even agree with. But they take 
it. If they went home and heard 
the same line of thought from 
their wives, there’d be immediate 
challenge, disagreement and argu- 
ment. 

Maybe it’s the same way with 
salesmen who bring back com- 
ments from the field which reflect 
on the judgment of some important 
people in general management. If 
they can’t take this kind of con- 
structive criticism, the business 
suffers. Personal egotism under 
those conditions may turn out to 
be a highly expensive and perhaps 
fatal luxury. 


Bank Gets Ad Award 


Banking, New York, business 
journal of the American Banking 
Association, has awarded its “1950 
Forum in Print” citation to the 
Second National Bank, Washing- 
ton, for outstanding use of adver- 
tising methods last year. Kal, Ehr- 
lich & Merrick; Washington, 
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Patterson-Sargent 
Steps Up Campaign 


CLEVELAND—Patterson - Sargent 
Co. is stepping up 1950 consumer 
advertising to promote its identi- 
cally matched gloss, semi-gloss 
and flat paints. 

Breaking in the March issue of 
Better Homes & Gardens, the copy 
emphasizes that Patterson-Sargent 
paints may be obtained in perfectly 
matched colors, ready mixed and 
tinted for the buyer. 

The current trend toward mak- 
ing walls and woodwork of the 
same color in the American home 
forms the background for the cam- 
paign. The agency is D’Arcy Ad- 
vertising Co. 

Patterson-Sargent advertising 
will appear in Country Gentle- 
man and American Home in April, 
and use these and BH&G through- 
out the year. Ten trade publica- 
tions covering the hardware, lum- 
ber and paint fields will be used, 
as will a variety of display ma- 
terials and cooperative newspaper 
advertising. 


Acquires German Newspaper 


Publication rights of the Mil- 
waukee Deutsche Zeitung, Mil- 
waukee’s only daily and Sunday 
German language newspaper, have 
been acquired by the Chicago 
Abendpost. The combined papers 
will be published daily and Sunday 
in Chicago and will be delivered 
to Milwaukee customers without 
interruption. Deutsche Zeitung 
was founded in 1933. The semi- 
weekly Milwaukee Herold is the 
only remaining German language 
paper published in Milwaukee. 


Isaacs Joins WOV Sales Staff _ 
Charles B. Isaacs, formerly on 

the sales staff of Station WCAO, 

Baltimore, has joined the sales de- 

—- of Station WOV, New 
ork. 


A Technique for 
Producing Ideas 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business ? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 


way the mind works in all creative | 


people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors, 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 

Send for your copy of A TECH- 
NIQUE FOR PRODUCING IDEAS 
now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Ill. 


FILL IN AND MAIL THIS 
COUPON TODAY 


Advertising Publications, Inc. 
Div. 915 
100 E. Ohio St., Chicago 11, Ill. 


Gentlemen: 
Please send me...... copies of “A 
Technique for Producing Ideas.” 
Enclosed is $ 


United Names Boston Agent 
United Aircraft Products, New 
York, manufacturer of the Air- 
Ware line of seamless spun al- 
uminum baking pans, has ap- 
pointed French, Blunt & Young 
Co., Boston, as sales representa- 
tives for the New England terri- 
tory. 


Owen Named Sales Manager 
George E. Owen has been named 
sales manager of Advertising Spe- 
cialties Co., a division of Duffy & 
Fabry Inc., Milwaukee agency. 


Joins Beaumont & Hohman 

James V. Barton, formerly ad- 
vertising manager of Lustron 
Corp., has joined the Chicago office 
of Beaumont & Hohman to de- 
velop merchandising material on 
several accounts. 


Burke Joins Templeton 

Russell H. Burke, formerly with 
McCann-Erickson and Grant Ad- 
vertising in New York, has joined 
Marshall Templeton Inc., Chicago 
sales counselor, in the company’s 
Detroit office. 
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ELECTROTYPE co. 
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roadways. 
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Makes the Spotlight Again 


% “TEST CITY” also “PILOT CITY”! Rockford has been chosen one of two cities 
in the 100,000 population class to be studied in the development of modernized arterial 


IN THE MOVIES! Encyclopaedia Britannica Films, Inc., recently finished a direct 
sound film entitled “The Newspaper” to be used in visual education classes across the 
nation. Personnel and plant of the Rockford Morning Star and Register-Republic 
were used as cast and setting. 


NEW AIRPORT AND BRIDGE! In recent weeks, Rockford’s new $1,000,000 mu- 
nicipal airport was opened and a new $600,000 downtown thoroughfare bridge, 
spanning Rock River, was dedicated. 


In the Rockford Morning Star and Register-Republic you can reach 79,792 
families daily, 93,300 with Sunday issue, (Circulation: February average). 


22,601 


ABC RETAIL 
TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


377,854 
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Richland Area Gets New Daily, Stations 


SEATTLE—A new daily news- 
paper and a new AM-FM radio 
station open up this month in the 
Tri-City area of Richland, Kenne- 
wick and Pasco, three cities clus- 
tered at the southern end of the 
rich 1,000,000-acre Columbia Basin 
irrigation project in southeastern 
Washington, 

The Columbia Basin News be- 
gan daily publication March 14 as 
a five-day-a-week morning news- 
paper. The News is an outgrowth 
of the Pasco News, a semiweekly 
founded last Nov. 1. Howard Par- 
ish, formerly publisher of the 
Seattle Star, is president of the 
publishing company, and Arthur 
Hagman is publisher. 

Early this month, Mr. Hagman 
announced that the News had 
bought the good will and circula- 
tion lists of the Richland Villager, 
a non-profit civic enterprise pub- 
lished weekly, and suspended it. 

There is one other daily in the 
area, the Tri-City Herald, which 
Glenn C. Lee and R. F. Philip are 
publishing. 


ws Yakima Broadcasting Corp., op- 
erating KYAK in Yakima, opened 
a new station at Richland, KALE, 
March 15. The company is owned 
by three men prominent in western 
radio, J. Elroy McCaw, KELA, 
Centralia, Wash., and other sta- 
tions; his brother, Robert McCaw, 
KYAK general manager; and Tom 
Olsen, general manager of KGY, 
Olympia. The station manager of 
KALE will be L. G. Dix, formerly 
of the Daily Olympian, Olympia, 
Wash. 

KALE will have 1,000 watts 
power on AM and 1,200 on FM. It 
will be associated with Liberty 
Broadcasting Network. 

Richland is the residential and 
administrative city for the Atomic 
Energy Commission’s plutonium 
works at adjacent Hanford. The 
three cities comprise one of the 
fastest growing sections on the 
West Coast. 


OREGON PAPERS MERGE 

OrEGON City, OrE.—The Enter- 
prise-Courier, published here as a 
morning newspaper five days a 
week, made its appearance 
March 1. 

The new publication is the re- 
sult of the purchase of the physical 
assets, good will, name and circu- 
lation of the 84-year-old daily 


CREATORS and PRODUCERS 


SLIDE FILMS 


* Full 


Color 35 mm 
® Black SLIDES 
and White 
“*Individualized"’ service customed to 
your most cting requir t 
FILM 
SLIDES 


Masters made from your original art- 
work—and duplications. Completely au- 
tomatic process- 

Quantity 


ing equipment. 
DUPLICATIONS 


Any Size Transparency 
in Any Quantity 


quantity production 
for the trade. Prompt, courteous atten- 


SLIDE 
MOUNTING 


Glass or Readymounts 


We specialize in 


tion. 


Special film services—lab or studio— 
for every film requirement, each budget- 
wise. 


CUSTOM MADE 
Free Service | COLOR PRINTS 
list 110 on Wash Off Relieft— 
request Carbro 


OVER 50,000,000 SLIDES PRODUCED 


CINEQUE Colorfilm LABORATORIES 


424 EAST 89th ST. N.Y.C. SAcramente 2-4894 
CHICAGO: 30 W. WASHINGTON + Fin. 6-2250 
NEW YORK: 18 EAST 42nd ST. + VAn. 6-2900 


Oregon City Enterprise, by E. P. 
Kaen, owner-publisher of the 73- 
year-old three-times-weekly Ban- 
ner-Courler. Walter W. R. May, 
editor and publisher of the Enter- 
prise, retains a participating inter- 
est. Kaen and May are co-publish- 
ers of the new paper. 

Virtually all of the employes of 
the two papers are on the payroll 
of the new Enterprise-Courier. 
A commercial printing department 


will be added. Paul Launer, for- 
merly with Western Press, Jenn- 
ings Lodge, Ore., has been named 
manager of that department. 


Joins Dosie & Johnson 

Jack E. McMicken, formerly ad- 
vertising manager of Perfex Corp., 
Milwaukee, has become a member 
of the sales staff of Dosie & John- 
son Co., Milwaukee lithographer. 
Andrew Hensel, formerly assistant 
advertising manager, has been 
named advertising manager of 
Perfex. 


Capehart Names Levy 

Mytelka & Rose, New Jersey dis- 
tributor for Capehart TV sets, has 
appointed Levy Advertising 
Ageney, Newark, to handle its ad- 
vertising. Radio, newspapers and 
magazines are being used. 


Appoints Maury Agency 

Foremost Chenilles, Dalton, Ga., 
has selected Maury, Lee & Marsh- 
all, New York, to handle advertis- 
ing in business publications and by 
direct mail for its line of bed- 
spreads. 
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Names Brisacher, Wheeler 

Brisacher, Wheeler & Staff 
San Francisco, has been appointed 
to direct the advertising of Her. 
shel California Fruit Products 
Co., San Jose, packer of Conta. 
dina tomato paste. 


Bean Heads P&R Media 

Richard S. Bean, space buyer 
at Pedlar & Ryan, New York, hag 
been promoted to media director, 
He succeeds Theodore Fisher, now 
vice-president on the Procter & 
Gamble account. 
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Names International Surveys 
The Bureau of Broadcast 
Measurement has named Inter- 
national Surveys Ltd., Toronto and 
Montreal, to conduct its fourth! 
national survey to measure the | 
listening habits of the more than 
3,000,000 radio homes in Canada. 


Karmiohl Leaves Buchanan 

Arthur L. Karmiohl, research 
director of Buchanan & Co., New 
York, for six years, has resigned 
to go into business for himself. 
No successor has been named. 


Form Broadcasting Company 
South St. Paul Broadcasting Co., 
S. St. Paul, has been formed by 
the Tedesco brothers, Victor, 
Albert, Antonio 
operate a one-kilowatt standard 
broadcasting station on 1590 kilo- 
cycles from sunrise to sunset. Ap- 
plication has been filed. with FCC. 


Ski Resort Names Knollin 

Knollin Advertising Agency, San 
Francisco, has been named to di- 
rect the advertising and promotion 
of Squaw Valley, ski resort. 


and Nichols, to! 


Nickel Plate Starts Passenger Advertising 


CLEVELAND—Nickel Plate Road 
has $3,000,000 worth of new pas- 
senger equipment and, for the first 
time, is seeking new passengers 
by advertising. 

In a seven months’ campaign, 
Nickel Plate will use newspapers 
in 42 cities along the railroad’s 
right-of-way to tell prospective 
riders that, while Nickel Plate— 
principally a freight road—is not 
one of the nation’s largest pas- 


senger carriers, its equipment and 
service rank with the best. 

The campaign will bring Nickel 
Plate into the field as an indepen- 
dent advertiser. Chesapeake & Ohio 
Railway, formerly controlling 
Nickel Plate, prepared and sched- 
uled its advertising. Since leaving 
the C&O wing in 1947, .Nickel 
Plate has done no passenger ad- 
vertising. 

Fuller & Smith & Ross will han- 


hear all about it—and a C 


editor is here to see that they do. 
Because this is strictly Capper’s Farmer mate- 


xf? 
, rial. Farm-tested material. 


and proved in action right 


This one is typical. The farmer has come up 
with a new idea... a range waterer on skids. 
This means less time, less work in watering 
poultry outside. Other farmers will want to 


laboratory experiments . . . but ideas put to use 


them, Capper’s Farmer editors drive 125,000 
miles a year... farm to farm... visiting and 


Cappers Farmer 


apper’s Farmer field 


Not theories... not 


on the farm. To get 


TOPEKA, KANSAS 


1 
2 
3 
4 
5. 
6 
7 
8 
9 


CAPPER’S FARMER’S 


. Best coverage buy 
. Quality circulation 


. Reader confidence 


. Merchandised editorial content 
. Market dominated by farmers 
Most quoted farm magazine 


. Largest rural publisher in America 
. Richest farm market in the world 


No mass small town circulation 


ore a Nite laa nih, 
LG Witches BOR Ten OL nee eS 


Farm Interviews 


a Year of Capper’s Farmer! 


talking with some 3,000 farm families who are 
known to have an idea to contribute. 

All this so that Capper’s Farmer readers can 
see what others like themselves have found use- 
ful and profitable. No wonder Capper’s Farmer 
enjoys a reader confidence without equal in farm 
publishing. 

The confidence that comes with farm-tested 
material is just the atmosphere you want for 
your farm advertising—yet it’s only one of ten 
advantages you get when you advertise in 
Capper’s Farmer! 


27 


dle the campaign on a service con- 
tract basis, with liaison between 
the railroad and agency provided 
by Harold McKinley, Nickel Plate 
public relations chief. 


Hickok Tests New Slogan 
in Its Spring Campaign 

Hickok Mfg. Co., Rochester, 
N. Y., maker of belts, buckles, sus- 
penders, garters and men’s jewel- 
ry, is testing a new slogan in its 
spring advertising. It employs the 
device of shadowing the name 
Hickok at the last syllable with 
an elongated and italicized re- 
production of that syllable to form 
the expression “OK.” The first 
copy used the words, “If it’s 
Hickok—OK,” but later copy will 
use “Hickok--OK.” Kastor, Farrell, 
Chesley & Clifford, New York, is 
the agency. 


Pearson Leaves Station KBUC 
John Pearson has resigned as 
station manager of KBUC, Corona, 
Cal., and owners Elmer J. and 
John G. Bucknum have assumed 
active supervision. Mary Bucknum 
is commercial manager. 


Everywhere you look 
t’s EXCELLO Printing! 


e PRINTED BETTER 

e PRINTED QUICKER 

@ PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xCELLO Press... 


400 North Homan Avenue 
Chicago 24, Illinois 


NEvada 2-2100 
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THE 


for CAMERAS 
& FILM 


Of the 928,010* Elks who read THE ELKS MAG- 
AZINE, 19.3% already are photography fans. 
The balance can be sold easily, and here's why: 
56.2% of them enjoy one or more pleasure trips 
a year ...and 31.8% take time for five or more 
such jaunts. A camera makes a perfect traveling 
companion. 


Elks can afford to buy the best in photo and home 
movie equipment . . . because their median annual 
combined family income is $5,472.33—twice the 
national average. 


*A substantial bonus over guaranteed 850,000, on which 
current rates are based. 


‘ you'le SELL 17, 1F YOU TELL IT IN 


MAGAZINE, 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES | J 


| 


Iron Fireman Boosts Three 
to Newly Created Sales Posts 


As part of a “greatly stepped up 
sales program for 1950,” Iron Fire- 
man Corp., Portland, Ore., has 
promoted three men to newly cre- 
ated sales positions. They are: 
Howard M. Cutshaw, of Cleveland, 
from assistant sales manager to do- 
mestic division sales manager; 
Stewart W. Kibbe, Minneapolis, 
from division engineer to indus- 
trial division sales manager; and 
C. D. Carter, Cleveland, from cen- 
tral division sales manager to as- 
sistant sales manager in charge of 
organization development. All 
three have been with the com- 
pany for many years. 

The company’s expansion pro- 
gram includes an increased appro- 
priation for local and regional 
newspaper advertising. 


Haugan Appoints Wayne 


R. V. Wayne has been appointed 
eastern sales manager of Haugan 
Advertising, Detroit. Mr. Wayne 
also will be in charge of the com- 
pany’s newly opened New York 
office at 443 W. 41st St. The Hau- 
gan company conducts point of sale 
promotion programs for drug, to- 
bacco and allied product manu- 
facturers. 


Miller to Air Baseball Games 
Miller Brewing Co., Milwaukee, 
for the eighth consecutive year will 
sponsor the broadcasts of the Mil- 
waukee Brewers, American As- 
sociation baseball team, over 
WEMP, Milwaukee. There are 154 


| games scheduled. 


SAVE 80% ADVERTISING 


SOUTH BEND IS A MARKET— 
NOT JUST A CITY— AND 


WSBT COVERS IT ALL 


South Bend is one of the biggest, richest, 

and most responsive markets in America. Its 
heart is two adjoining cities — South Bend 

and Mishawaka — with a combined population of 
157,000. The entire South Bend market 

contains more than half-a-million people. In 
1948, retail sales were over half-a-di//ion dollars! 


WSBT — and only WSBT — gives you 
thorough coverage of this great market. Plus this, 
the rest of WSBT’s primary area gives you an 
additional million people whose retail 
purchases in 1948 amounted to $911 million.’ 


You need the South Bend market. You get 
it— all of it— only with WSBT. 


PAUL 


H. RAYMER COMPANY @ 


Wis 


SOUTH. BEND 


5000 WATTS © 960 KC « CBS 


NATIONAL REPRESENTATIVE 
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Gelling Perscna 


A virus infection resulted in Julius Holl, ad manager of Link-Belt Co., 
Chicago, having to enter the hospital shortly after his wedding Feb. 25 
to Catherine Willard Pond, necessitating the postponement of their J 
wedding trip. Mr. Holl has made a good recovery. . . 

Lyrics of a new popular song, soon to be published by Edwin H. 
Morris Co., were written by Daphne King, staff member of Guild, Bas- @ 
com & Bonfigli, San Francisco agency. The new contender for the “Hit 
Parade” is entitled “Broken Promises.” 

When John King, ad manager of Texas Housing Co., boarded a Pioneer 7 
Air Lines plane in Dallas the other day, he happened to be the line’s 
300,000th passenger. At his destination, Sante Fe, he was met by Pioneer 
officials, taken to lunch and given a piece of luggage. . . 

Playing cards representing a full house—three kings and two queens 
—were what Earl Heims (Heims & Holzman agency, Portland, Ore.) 
sent out to announce the birth of a second son. Pictures of each member 
of the family were substituted for the faces on the cards. . . 

Hospitalized, but briefly, March 1, as a result of a fall on the ice was 
M. T. Reilly, manager of research and presentations of the Chicago 
Tribune. . . And Gordon Hebert, of the New Orleans Times-Picayune’s 
national advertising staff, is a patient at Touro Infirmary for treatment 
of a broken leg suffered when he was hit by an automobile. . . 


peg pci 
: 


SEAWORTHY—Harvey Conover (right), president of Conover-Mast Publications, and 
a crew of five recently departed for Trinidad, where they will prepare for a seven 


a 


week, 2,600 mile return trip aboard Mr. Conover’s racing sailboat “the Revonoc 
(Conover spelled backward). Crew members from left to right are Rod Stephens, 
Mrs. Stephens, Mrs. Baxter, Robert Baxter and Mrs. Conover. 


J. B. Nichols, manager of Kroger Co.’s Louisville branch, received the 
annual Kroger president’s cup for the branch’s outstanding performance 
durmg 1949. President Joseph B. Hall made the presentation at the 
annual stockholders’ meeting in Cincinnati. . . 

Two Milwaukee admen are serving on a Milwaukee County grand jury 
called to investigate alleged misconduct of some city officials and possible 
conspiracy to violate gambling laws. They (the admen) are Lee I. Ar- 
cher, media director of Klau-Van Pietersom-Dunlap Associates, and 
Joseph A. Lewandowski, ad manager of George J. Meyer Co. The boys 
are getting eight bucks a day plus travel expenses. . . 

Sam Strouse, v.p. of Theo. A. Newhoff Advertising Agency, Baltimore, 
and Sam’s spouse had a week’s fishing off Key Largo, Fla., early this 
month. .. George Pearson of J. Walter Thompson, Chicago, and Mrs. P. 
will return on the 26th from San Juan, Puerto Rico, where they’ve been 
vacationing several weeks . . . C. E. McKittrick, ad manager of the Chi- 
cago Tribune, has returned from an Arizona holiday, and Don Night- 
ingale of the Trib’s retail ad department is back at work after three 
weeks of Florida sun. . . 

Elmer Kopp, ad manager of Patterson-Sargent Co., Cleveland, is chair- 
man of special promotion for the Ohio Easter Seal campaign. Among 
Clevelanders working with him are Andrew B. Meldrum Jr., Meldrum 
& Fewsmith; Allan H. Frost, president of Copifyer Lithograph Co.; and 
Horace C. Treharne, sec’y of the Cleveland Adclub. . . 

Mrs. Campbell (who might be termed a promotion widow), a little 
awed by the way her husband, Wendell Campbell, whizzed in and out 
of Minneapolis as WCCO-CBS manager in a series of promotions for 
the network, said wistfully, “Don’t we even get to pause for station 
identification?”. . . 

Mutual’s assistant press director, Francis X. Zuzulo, who has been 
serving his alma mater, the University of Missouri, as corresponding 
sec’y of the Alumni Association, has been made a member of the board 
of directors of the association. He was graduated from the school of jour- 
nalism in ’37. .. The mayor of Cincinnati has appointed John L. Magro, 
Ruthrauff & Ryan v.p., as a member of the Metropolitan Housing Au- 
thority for a term expiring Dec. 7, 1954. . . 

Hal E. Short, head of Hal Short & Co., Portland, Ore., agency, is the 
only agency man picked for the Portland Chamber of Commerce’s new 
education committee. . . When Philip Klein, who’s chairman of the 
board of Philip Klein Advertising and northeastern regional director 
of the Affiliated Advertising Agencies Network, had a holiday with 
his wife in Nassau a few weeks ago, they found, sitting opposite them 
at lunch, some old friends from Seattle—Virgil Warren and his wife. 
Mr. Warren heads Virgil A. Warren, Advertising, and is national director 
of the Affiliated network. . . 

C. W. Parish, first full-time salesman of Buxton Inc., Springfield, Mass., 
was honored at a testimonial dinner at the House-on-the Green, Long- 
meadow, when he retired a couple of weeks ago. . . Knute E. Johnson, 
who retired March 1 as manager of Eastman Kodak Stores, Cincinnati, 
was given a dinner by friends and business associates Feb. 23. He 
began his Eastman association in 1910 as a salesman in the | ae 
of the Kodak store in St. Paul. . 


nea aed a & By ar, UE ees 4 Mh Fe an wes 3 hg Benen Tee oes he irae ee et A WR ea ru Ricco me ed ge Pha 0 ee ew et Fe ea ae 
: re - 
= —C“C;isSSCSCSCSCsi‘E. 
r 7 . x 
Sy ae 
5 ating - “ ~ pe | p 
ee: | _ FF ‘ i 
ate a 
ae .' — 
a i 4 
. oo + : 
mi a a 
ie : 7 
ig fe 
lane is 
‘ 
ee 7 
c 
. 
ans 
ee, : 
oes 
Yi, 
- ane ‘ " . Pie fee Te Sal. Me, BOM» T 4 
Bin, : a ) : ’ 
ae 4 { : ; 
| ie / | ‘ fe 
ee } 
eat . : \ i ; 
eee. ee \3 . r ‘y 6 
Ty a - ae + 
Fh f \ a a ‘ A 
: 7 ae, 
‘di iy % \4 2 ; 
ee 4 , Se SP a 
Meant 2 a i> > . ae : oa * 
ae Pip, ‘a s° aa: we. J a 
pao STE A Hat a ee 7 a 
ao & a nf gee a \ ght a 
at ee BR je ee ee te. 2 
tec / ; Be costs...with unique , - LT vad Gatto ener ae = y a poe ‘ ‘ 
aig en o Suaiee service. Used by a ale b's imi Sige: eae: beta ; cs 7 : 
=e f a types 100 Pe ee ce ? Ter i ell . = ' 
ag ays new, top-notch adv. photos to ae, 9 Wes «es oe ee ‘ | vowel 4 
ss " choose from every month— Sage: see ae Fs a ie F 
: > | | “te, oes for vane peat No. - nes i aye ple : m7 aia ahs para bed : Pe 
eon leg rom Si came Sie i i Sal are Ne ae Cece CMe 
CT Lae Eeirrss Cre ae ty Pe ee Eee nee ps , 
EVE*CATCHERS, 10 E. 38 St., NYC redh eps Oger i elds sae eget ae os 
p - Bae See nee ts gee Bee oy Ss NE alge Ree AL FeO ae Aare gee Weeemre uae Mise en 
ee ————eeeeeee eh a ae” ee eee 
oer [ier 7 u a ae x De Mee al Be i oe. alae cy a a >, aa Var Be 
ar aad 3 oe Fe ga hea By = . a = ade a i | 
ee | (7 ae ae Bea ; : i ion 
sce 
i ie f Be rege , ir & 
oe eG MS La 
Be tay? % ¢ HM ‘Sey6 
Sh etic +s ¥ a 
ee he: Sod . 
seat Pe ils ae oe 
ee .: Ms 
oe sagt oF ; 
Lapeer 3 " ae : 
Sete 
cats 
; ni or ay 
f a we ”* 
ARE eee oy he 
ese e7. : 
a é 
rt s nas? . P 2 ne 
Pon 33 a a tanec ee, ° , 
Te 
ie " 
ie i ¥. ct en ae" 
s : pee RS 
eo Seer Be 
Pips ta e me : + 
ae & 
pa ee < Loo = 
wear o 5 oF a eee 
mi ‘ : a me sf 
i ek : <i - 
/ Poa ie Bea 
eee 3 
ae Bie 
Bere Ss 
ee Pu aabu Lae pha ee e 
se oe - ci ; 
oye Soh 2 : it re i 
ae re La A se ene 
aed 
en te z 
ie 
oh eee 
pcs ae 
ie Mek lle eo ace vet oan ° ety ee hh eae eg . ne an mers Nane < al satis es rae Hie eee Sh 5 eS ade on any Sin NES eagle "Ace Se aa a 
ng i ee ee ean! ‘ i OE ne ee alia settee ee ee ee eae aie on 0 Sas eae ent 
oh yey, ee mm fae 7 s . See tS wi rea a le TON are Te ne al = ete’ ee es My, IE Pt es eS, a cee We ee eS Pe hey CS are Pk Je OL fgets 2) a) ea a ae 2 4 Rae) OF tay - 


NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


[] One Year at $3.00 [|] Two Years at $5.00 [] Three Years at $6.00 
( Payment enclosed [7] Bill me later [) Bill my firm 
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Cassidy Explains 
New Value of 
Market Analysis 


New YorkK—Sweeping changes 
in markets caused by population 
shifts and new industrial processes 
and products necessitate more in- 
tensive market analysis and adver- 
tising effort, Leslie M. Cassidy, 
vice-president for sales of the 
Johns-Manville Corp., told mem- 
bers of the Industrial Advertising 
Association here last week. 
Emphasizing that there are al- 
ways new frontiers and horizons 
in marketing, Mr. Cassidy pointed 
out that current population trends 
are distinguished by very rapid 
growth in the younger and older 
age groups. The number of chil- 
dren has increased, he said, and 
so has the number of people 45 
years and over. There is no uni- 
form market today according to 
age groups. This fact has to be 
weighed in market estimates, he 
said. 


s Population shifts during the war 
from the East to the West and 
Scuth, he said, have brought about 
economic changes likely to have 
lasting effect. So also has the im- 
proved economic position of the 
farm population. 
Mr. Cassidy declared that a sur- 
prisingly large number of com- 
) panies still do not depend on ex- 
pert market research in evaluating 
their market potentials. Equally 
important, he added, is a fresh 
evaluation of the human element 
in sales. He urged sales managers 
to “take a fresh look at their sales 
forces,” and suggested that many 
would probably find that they are 
under-manned. 

Since the war, he said, Johns- 
Manville Corp. has increased its 
sales force 50%. Specialization in 
sales is more necessary today 
than ever, Mr. Cassidy said. 
“Since 1946 we have revamped 
our whole sales training program 
to meet the changed and changing 
conditions that have to be met in 
today’s selling. 


es “We have found that specializa- 
tion pays; that a centralized train- 
ing program is more effective than 
branch training; that salesmen 
need background information 
about the company, the products, 
the men they work with, and the 
customers they have to sell. We 
have found that salesmen’s morale 
improves as their understanding 
increases. 

“Many salesmen think that they 
are only being paid to get busi- 
ness,” Mr. Cassidy observed. “They 
should realize that they also have 
a responsibility to help solve cus- 
tomers’ problems. This is particu- 
larly true in the industrial field. 
Courtesy and service are sales 
tools that are more important to- 
day than ever in the face of cur- 
rent competitive conditions. 

“Modern sales must be backed 
by up-to-date advertising and sales 
promotion. Too many companies 
still regard their advertising 
merely as an auxiliary sales 
booster,” Mr. Cassidy said. 


? @ The 1950 space salesman of the 
; year award was presented by the 
; association to W. A. Wilson, New 
York representative of Pit & 
Quarry, published by the Com- 
plete Service Publishing Co., Chi- 


cago. 
COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 
Represented nation- 
; ally 7 Burn-Smith 


‘o., Inc. 


Movie Artists Name Ettinger 


Ettinger & Son, Hollywood, has 
been appointed to direct public re- 
lations and advertising for a pro- 
gram of annual awards planned 
by the Society of Motion Picture 
Art Directors, Hollywood. The 
society, of which Paul Groesse, 
M-G-M art director, is president, 
will make a number of awards 
each year to individuals and com- 
mercial companies, primarily for 
products with which movie art di- 
rectors may be concerned in the 
design, construction and decora- 
tion of motion picture sets. 


McKesson & Robbins Ofters 
Prizes for Drug Clerks 


McKesson & Robbins, Bridge- 
port, Conn., is offering a $5,000 
mid-century cash prize contest for 
drug store salespeople for 50 
words about “My Most Unusual 
Sale.” Contest entries close April 
15. Two hundred cash prizes are 
being offered, starting at $125. 
The promotion is explained in an 
illustrated portfolio called “Sales 
Building for Enterprising Drug- 
gists.” 

Judges in the contest 


include 


is 2 ie 


John W. Dargavel, executive sec- 
retary, National Association of Ke- 
tail Druggists; John W. McPherrin, 
editor, American Druggist, and Dr. 
Robert L. Swain, editor, Drug 
Topics. 


Plans Cigar Promotion 


Waitt & Bond Inc., Boston, will 
promote its Blackstone and Yankee 
Supreme cigars in New England 
on WNAC and the entire Yankee | 
Network starting March 20 on the | 
6 p.m. edition of “Yankee Network 
News,” Mondays, Wednesdays and 
Fridays. 
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SELL 


Put your sales message on signs that 
ore talked about and remembered 
PAINTED DISPLAYS *« NEON SIGNS 
* CHOICEST LOCATIONS «+ 
STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texas 


PECTACULAR SIGNS BY 


TERLING 


a tia MPS aia 8 
a oa alia 


is 


2evtCUN Airlines eo ee 
checked printing paper quality and prices 


COS 


io pil ¥ 7 ae ded on lower-cost. high fidelity 
ConaobeclalerE- UNAMEL PAPERS 


e Of all the fine quality printing jobs on which 
Consolidated Enamel Papers are cutting costs 


for many of the 


nation’s leading businesses, none 


is more appropriate than the timetables of 
American Airlines. Their schedules record a con- 
tinuous story of faster flights, lower fares, and 
other savings created by the efficiency of im- 
proved, modern methods and equipment. 

Similarly, Consolidated Enamels are products 
of a modern efficiency in papermaking that re- 
sults in lower cost without loss of quality. For 
American Airlines and many other large printing 
users, Consolidated Enamels regularly save 15 
to 25% in net paper costs while giving the very 
finest possible printed results. 


oncoldatece ¥NAMEL PAPERS 


PRODUCTION GLOSS 


Makers of C Id —-decorati 


MODERN GLOSS 


The credit for these savings belongs entirely to 
the revolutionary method by which Consolidated 
Enamels are made. Eliminating many costly 
steps still in use by makers of the old style, 
premium-priced enamels, Consolidated’s modern 
process produces a paper of highest quality, sim- 
ultaneously enameled on both sides, in a single 


high-speed operation. 


Perhaps your own business has no need for 
timetables, but does produce an employee mag- 
azine, direct mail piece, or other quality printing 
where such a substantial, common sense economy 
would be welcome. If so, your inquiry will promptly 
bring complete facts, prices, and samples with- 
out obligation. You be the judge. oc.w.p.%P.co, 


CONSOLIDATED WATER POWER & PAPER COMPANY 


and industrial laminates e 


Main Offices: Wisconsin Rapids, Wisconsin . 


Sales Offices: 135 So. LaSalle $t., Chicago 3, Illinois 


FLASH GLOSS 
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Advertising in the Test Stage 


Minit Spray Sets 
Newspaper Drive 


Sure You'd be Surprised 


bout 
for New Spraint 
A Pp Pp L E T @) N os, ooo adrian Spray Corp. will 
7 Tone Mkt. in Wise ) launch a campaign in major cities 
and next month for Spraint, a paint 


that sprays directly from the can. 
Full-page b&w ads will run in 
newspapers in Buffalo, Chicago, 
Cleveland, Detroit, Los Angeles, 
New York, Rochester, Toledo and 
other major cities, starting April 
12. These will be followed by 
1,000-line and quarter-page ads. 
When nationwide distribution has 
been obtained, the company plans 
to use national magazines. 
Spraint was tested initially with 
a full page in the Grand Rapids 
Press on Feb. 22, followed in that 
paper by 1,000-line and quarter- 
page ads. Results were excellent, 
the company reports, with 85% 


The Appleton POST-CRESCENT 


(Serving over 110,000 People every day) 
(A.B.C. Net Paid 29,035!) 


APPLETON—with the highest per capita retail sales in Wisconsin 

APPLETON—becoming more and more recognized as a MUST 
part of any Wisconsin Advertising Program 

In 1949, the Post-Crescent carried 14,454,930 lines of advertising 

MORE THAN ANY OTHER NEWSPAPER in wisconsin (Except the Milwaukee 


Journal) 


At the end of each day’s work, there is a period 
ie Ps of rest and reward — with time to sit peacefully, 
ros to talk and dream, Then you'll find a man and wife 


Here iS a ele ima : 
ou made last night 


It is here the shopping, the deciding is done. When 
they agree, “We'll get one this week”—a sale is 
rung up. 


Most purchases are a family matter and start like 
this, in the home. A striking number of them start 
from advertisements in Better Homes & Gardens. 


Because this magazine is read with live and search- 
ing interest, read with conviction—and it’s read by 
more than 3 million \eading families.* They turn to 
it for news and stimulating fresh ideas on those 
things closest to their hearts—their homes, their 
needs, their family problems. 


Better Homes & Gardens is edited with a knowing 
touch. Readers have built up a warm and friendly 
faith in it. They study each page—for answers to 
their own wants and ways of living. Each editorial 
and advertisement is part of its 100% service content. 


Just think how your own advertising would fare 
with such a highly screened, receptive group— 
families who want to live better and have the 
means to. Better yet, let us show you what 
kind of reception it would find! 


*3,283,000 latest ABC — and going above 3,500,000 soon! 


of mote than-3060,980. 


a, 
Ce" Better Homes 3250000 


LK 
Xe 


America's i Hint of Sale, Mellfyy WH) = 


: Aad Mii 
ona 


distribution to dealers in the area, 

Spraint is a homogenized enamel] 
which, the manufacturer claims, 
requires no mixing. It is fair 
traded at $1.69 per 12-ounce can, 
plus 20¢ for a “Dyna-Spray” head 
which can be removed from the 
can and used again. Principal out- 
lets will be paint dealers and 
hardware and department stores. 

Arthur Meyerhoff & Co. here is 
the agency. 


GLENSHORE TESTS 

Denver—Glenshore Mfg. Co, 
largest manufacturer of men’s 
slacks in Colorado, is testing ads 
here preparatory to launching 
campaigns elsewhere in the West. 

Curt Freiberger & Co. has been 
appointed to test copy for Glen- 
shore, which already sells nation- 
ally. Eight-inch by three-column 
ads will run for two months in 
Sunday issues of the Denver Post 
and Rocky Mountain News, sup- 
plemented by car cards and direct 
mail. 

If the test is successful, the 
campaign will expand to Pueblo 
and Colorado Springs, Colo., and 
to the West Coast. 


TESTS NEW MILK 

New YorK—Borden Co. is test- 
ing a new product—Gail Borden 
Signature Quality milk—in Okla- 
homa City and Phoenix. 

The milk is fortified by addition 


of vitamins and minerals. It is ]° 


packaged in amber glass bottles. A 
long-term study of consumer ac- 
ceptance of the product in the two 
test cities will determine whether 
and when it will be introduced 
to other markets. 

State and municipal ordinances 
in many areas now ban multi-for- 
tified milk. 


CANADIAN USES TV 

Toronto—Use of television will 
be tested by British Ceramics & 
Crystal (Canada) Ltd. shortly, 
when the company uses two spots 
weekly on Station WBEN-TV, Buf- 
falo, to promote its English fine 
bone china. Purpose of the pro- 
motion is to direct American tour- 
ists to dealers at Canadian border 
points. F. H. Hayhurst Co. here 
handles the account. 


SPRAY MAY EXPAND 
DENVER—Spray Coffee Co., 
which has sold Spray coffee, in 
Denver alone for the past five de- 
cades, is preparing ads and other 
promotional material for intro- 
ducing the coffee in Greeley, 
Colo. Galen E. Broyles Advertising 
Agency here handles the account. 


Roberts Joins Ferguson 


Harry Ferguson Inc., Detroit, 
manufacturer of tractors, has ap- 
pointed Stanley S. Roberts, for- 
merly manager of retail advertis- 
ing with Dayton Rubber Co., as as- 
sistant advertising and sales pro- 
motion manager. 


ideas... Read 


COSMOPOLITAN 


If you're selling people 


with ideas... 
sBuY COSMOPOLITAN 


America’s Most Exciting Magazine 
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The Market Data Issue of ADVER- 
TISING AGE brings together in one 
handy reference file digests of all the 
available market data which has been 
issued by advertising media, chambers 
of commerce, trade associations and 
similar groups. It is expected that ap- 
proximately 1,000 different items will 
be cataloged in this one “master ref- 
erence” issue this year. 


What Information Is Listed 


The material may consist of folders, 
maps, booklets, brochures—anything. 
But it must be market data (not cir- 
culation or advertising statistics) and 
it must be available for distribution in 
answer to requests from readers. 


Data Classified in Six Sections 

Each item is given a number and de- 
scribed briefly, so that readers know 
what it contains. Items are grouped 
in classifications according to “na- 
tional” market data; “local” market 
data; “farm” market data; “distribu- 
tion” market data; “industrial” market 
data; or “professional” market data. 


Do Readers Want or Need This 
Type of Information? 


There is convincing evidence that ad- 
vertisers and marketing men want and 
need this unusual service. In 1948 
more than 13,000 inquiries were serv- 
iced, while last year 21,950 requests 
for items listed in the issue were re- 
ceived from AA readers within 10 
weeks after publication. 


Who Requests Information 
of This Kind? 


The big bulk of requests comes from 
advertisers and advertising agencies— 
all kinds, and all sizes, from the largest 
to the smallest. In general, inquiries 
come from two types of individuals: 


First, executives of the calibre to 
whom media regularly address their 
promotion (in many cases the very 
individuals who “certainly should have 
received it already” — but evidently 
didn’t); second, research men and 
company librarians who are expected 
to have market data available when 
it is called for by executives—and who 
are often called upon to interpret and 
analyze it. 


Fills a Constantly Growing Need 

More and more, as advertising and 
selling become more competitive, and 
as advertisers’ media lists tend to get 
shorter and shorter, there is need for 
facts about markets. In many cases, 
notably in test campaigns and in cases 
of very limited lists, competition 
among markets is more of a factor in 
placing advertising than is competi- 
tion among media. To “pick the right 
spots”—the right cities or trading 
areas, the right kind of magazine 
audiences, etc., advertisers and their 
agencies want facts about markets 
more than they have ever wanted such 
facts before. And the Market Data 
Issue of ADVERTISING AGE pro- 
vides an easy, practical means by 
which all needed market information 


Advertising Age’s Annual “Master Reference 
and Cataloging All Available Media-Prepared Market Data 


Sex be secured immediately. 


PRODUCED 21,950 


PREPARED MARKET 
DATA LAST YEAR! 


This unique issue of ADVERTISING AGE concentrates 
the attention of our vast reader audience on the importance 
of market studies as a preliminary to advertising planning 
—provides a complete catalog of all research material 
available—and dramatically demonstrates the outstand- 
ing services which media are rendering in this respect. 
Further, it holds the attention of readers—as is proved 
by the record of coupon-requests extending over a period 
of 10 weeks. 


Consequently, it gives every advertising medium an 
unprecedented opportunity, first, to tell its market story 
at a time and in a place where advertising men are 
especially receptive to such information, second, to tell 
the story in detail in a special issue that will be kept, 
referred to, and studied. 


To influence the right people at the right time—those 
who are definitely looking toward new sales horizons, 
seeking the best ways to develop new markets, searching 
for the most profitable ways to invest advertising dollars 
—present your sales message in the Market Data Issue 
of ADVERTISING AGE. Reserve your space today! 


100 E. Ohio St., Chicago 11 


Advertising Age 11 E. 47th St., New York 17 


Digesting 


REQUESTS FOR MEDIA- 


Digesting and Listing 

Approximately 1, 000 

Pieces of Media-Pre- 
pared Market 


Data 


or10N 


- e 
950 4 
cote commen mes suena eopmeins BE. sasecoac geen, sara 4 ee ‘ue 
Hee ee aes >| i Gee cam oo oS 2. oo Fis tps PS Ree ee See SEES ta 
Siac is eas : : ee es ee, Sere Pale ee 
ea. a eo Ni > VE TF y a 
Pcie Hct, He See 4 BS 
Ree me a Sea a See. ae Ea shear ass Say 
air Pom AE yf (ea TE Lk Be 
cr Sane, Bice Seene Se Sa ay nee 
an, Sitisis tinnnaae aN id BS Peet ae eS Bs ces 
> Farge Beatin aon see a Bn ncconee nopeooaes st -_ . — ¥ = = : " saan pewter Se Ses Sy 3 Wise (lee 
_ BN ee es ee — eee Sey Bee eS Rog Qa Se — 
ut f PAL UN GT ETN ON ps ~ > Pi \ ~ VE it 3: \ .. ~ 3 Aa 
ind 
S. vk 
is TT Z i 
‘0., — + ie oe ve 
, a i are ie 
ns Pe as i ji — 
| ih ys Rese x cA 
~ 4 soe lee ch 
st. d be ak Be a 
en Be Oy. " = 
n- ; é : ( : EP 
n- : \ eee Ree ae _ SS 2. oe . 
silage tle oe rate = ~ = . a : 
nn SS Eee. oe i oo i ; 
e =k Cae ee ee <1 2m Dy . Se Ae Gogne oe cst Disp “ - hee a oh 4 
in oe a i ange Ae Us . 2 eae Actvertiain .. / iz, ae Frame bs 
ost APT Secon here erg : soft Parr Age f vy os Seer 
: ‘* ‘ Fee’ * Ala + . a A, ie ? cr an Berd 3 
i ; : _ Lng ‘i 3 Me ag Late iam vt, a ‘ F, Be Se i 
ip~ ‘i oe NES a oak ire o Sasa 8 rg | ay s. ee 
“ Si 2 ate: teh > 2 at 7 4 -, y : 
; & are : i Pe Y et = Son a - a Pa Ro '. “Or or a op 
he ieee eth go eee og > ae, a gn Ba se a: a 
lo ee eee. SS ee 2 = a 
nd ee ied eae OAS ae Laie a | Myre : 
ah ie ae en ae Ne - » a Sa OE Ee : 
he ae ry meee Se 8 eo eS a ee As st is ¥ J 2am? ar a : 
et eee ee © Pass ., ie >| ‘ 
ie a. at . 7 62 te } ~~ eo” ai : 
te 2 Se nr Tier od hd oS Fae. Sy 3, bekcal : 

a Gea ee ee eae Be aE a es a ae ee 
= A MS PE Cee eee Et ae . ad _— 4) ee aa es 
a- ne eee ee Ae eee ert ee a 2 nga ae nail > oe ae 

= ee ‘i ts mal hs Fa Be eae, bs ke - ye es 

c apr le hos seo’ “i - ae ere ‘ ee $ et LP Reema Se a oes 

a: wet Re “s I . . epee ee 5 ee 
on me ag ana? mort gex o aggtt : ," a ts dee 7 ieee rit ee Se ee 

2 P eo Miao eae \ yy ye’ x" “+ rgeee eens we j P as wei Se 
1s ee ee Vere anget"P® wa 4 a ; oe a - oN ca EN Patera a 
A rae pee your {iV ‘ ae : ee ¥c: z Pag oy ' a at) Pre ic : 
c- ear ' =e ‘ ae 
er 1950 ANNUAL ADVERTISING AGE 
er “ 4 p . ; ph i Sn bt Oere u Sy Fi 
ed ee na eee 
| rs ae ee 
es * . #e j ? rey ee ; pie 
. eH ee a s ; oe ue 
‘ i « ; cee F et eee 
, ye ee ee ee a 
i Bist B Pe a gt su td, a rc ce eg Ree gree 
e ae ae a ae ei . ne ae tee en Seg Pais ss 
its aie 
1e ie aie ag 
)- ‘ Geese i 
« . . 
* Special Section 
or . p 
7 Po | | 
Fes 
in i 
Be 7s 
or , 
3 
)= - 
y, it 
ig ie 
t. ma 
oy egerae 
t, 2 
)= . 
- ta 
j= ‘ 
= ‘ : 
ad — . 
a__—_ = aonb Z 
7 (—_— : 
Pata Section ee : 
Avoilable Morte e ==. = 
Advertising Age Xe he 
Power OX; Get ree 
Weed les Buying . Johnson \} e 
‘Avalide Market Dot orn Out ond Soe werese \\ ieee 
Lined for AA Reeder indpitees Sto Eee | See 
cers ee Seerts te \ are 
Pees Siete SS ee | eee 
Sr Fer SS See SE 
ee eee es ee | | 
| or. | : 
— , . 
— "GREATEST P — © 
aoe): eee ees ee = ee ie 
MR er : | x 
Reserve Space Now! = CLOSING MAY 10 —_ Regular Rates Apply | 
ee Boe peer ae . : 7 aes 
a ene Loe oe erence - 3 ‘ — — sense sip E . . igen i si : ; eee eg Ly aS So oe 
ate Be On ee ee roe Sgr ere aN rss) ae Sd on -  R eS Sy Cr eM ce ape 
a Men ne Ah ea ne age nee ot age meeegm es 7S Et Cee 10s ele fel, vo. 8 Pees ac, Sie Ae waa he rd 7 eae a er ee Nee aes vanes Beata a Saeed Tale 8 ty se ; we 


File A | a 


32 


... ACB REPORTS ON 1,393 MARKETS 


Our Newspaper 
Research 
is a Raw Material 


from which 
Successful 
SalesPolicy 


_ is built 


@ If your product is one which a re- 
tailer is advertising in his local daily 
newspapers, you should know about 
and use ACB Research Services. 


These ACB weekly or monthly re- 
ports multiply management’s capac- 
ity to follow the activities of dealers 
—your own and competitive. They 
point out the merchants who are 
pushing your brand and those who 
merely “carry” it. 

If dealers advertise your brand, ACB 
will keep you abreast of all develop- 
ments .. . tell you what sizes, models, 
prices, etc. are being featured and 


ACB SERVICE OFFICES 


Phone: Murray Hill 5-7302 + 
Phone: Wabash 2-6130 ° 
Phone: 37-0595 ° 


79 Madison Ave. * 
538 S. Clark St. ° 
161 Jefferson Ave. . 
16 First Street * Phone: Sutter 1-8911 


then compares this advertising effort 
with that of competing dealers. You 
also receive all details of national re- 
leases by competing manufacturers. 
Coverage may be all or any part of 
the 1,393 leading retail markets in 
the USS. 


Send Today... 
for a 24-page Catalog describing and 
illustrating the 12 helpful services 
which ACB will furnish to merchan- 
disers. Gives details 
of cost, coverage, list 
of users, etc. 


New York (16) 
Chicago (5) 
Memphis (3) 
* San Francisco (5) 


Advertising Age, March 20, 195§ 


New Under Secretary Slated 
for Commerce Department 
WASHINGTON—Under the reor- 
ganization plans forwarded to Con- 
gress by President Truman last 
week, the Department of Com- 
merce gets a new Under Secretary 
for Transportation. He will con- 
trol the expenditure of hundreds 
of millions of dollars for ship con- 
struction and operation and for 
highway and airport construction, 
and he will be deep into the regu- 
latory field, exerting vast influ- 
ence on the aviation and shipping 
business. 
This important new assignment 
is the latest plum tossed to Com- 
merce Department since the ar- 
rival of Secretary Charles Saw- 


By STANLEY E. COHEN, Washington Editor 


What makes a newspaper great? 


beige weird 
analagous dessicate 
effigy assuage 
isosceles ascetecism 
promissary omniscience 
dogerel reminiscent 
perspecatious appoplexy 
strychnine synchronous 
liquify roccoco 
picnicking conoisseur 


In the above list of Twenty Words 
Frequently Flubbed in Grade School 
Spelidowns are at least ten deliber- 
ate misspellings. If you can rattle off 
the whole list correctly with the ease 
and aplomb of a spelling champion 
...and if you also happen to be an 
Upper Midwest grade schooler... 


you are all set to try your luck in the 
fifth annual Minneapolis Star and 
Tribune Spelling Bee. 

For weeks now, 100,000 Upper 
Midwest youngsters have been 
warming up on receive, believe and 
leisure, knocking the l out of elluci- 
date, thumbing their books for last- 
minute checks on perspicacity and 
perspicuity, suffering bad spells 
of hypocondria and inflewenza. 

Individual school championships 
are being decided throughout the 
great 4-state area with help of city 
and county school superintendents. 
Next month the local champions 
assemble in Minneapolis for the big 
Minneapolis Star and Tribune Spell- 
ing Bee, a brain-busting session of 
written and oral tests to decide the 
Upper Midwest Spelling Champion 
for 1950. Cash awards go to finalists, 
with a first prize for top winner of 
an all-expense-paid trip to compete 
in the National Spelling Bee at 


Washington, D. C., plus a free 
accompanying trip for the winner’s 
teacher and a handsome trophy for 
the winner’s school. 

For the 100,000 contestants, their 
teachers and parents, the Minne- 
apolis Star and Tribune Spelling 
Bee is just one more example of the 
way two good newspapers have 
entered the lives and fostered the 
interests of thousands of Upper Mid- 
west communities, and have earned 
the warm regard of one of the 
nation’s largest newspaper audiences 
as helpful neighbors and dependable 
friends. 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


990,000 SUNDAY - 470,000 DAILY 


JOHN COWLES, President 


yer. It represents a tremendous 
comeback since the depth of the 
New Deal, when the problems of 
government-business relationships 
were habitually farmed out to 
“emergency” agencies, staffed with 
specially appointed administrators. 
It is apparent that Commerce 
Department is shaping up as a 
big force in the government. Since 
Secretary Sawyer’s arrival, it has 
handled an important study of 
overlapping government regula- 
tion in the transportation field, and 
it has the key spot in the inter-de- 
partmental committee gn anti-trust 
enforcement and revision. During 
last spring’s “recession,” Com- 
merce Department developed the 
plan to channel government con- 
tracts into “depressed” communi- 
ties. In the course of these studies 
Secretary Sawyer collected infor- 
mation which later proved instru- 
mental in “softening” the White 
House attitude toward wartime 
excise taxes. 
e @e 


In its new role as “spokesman 
for business in government,” Com- 
merce Department moved last 
week to simplify the network of 
industry advisory committees 
which are maintained by govern- 
ment agencies. Commerce Depart- 
ment is weeding out many of the 
committees that have been on its 
books for years, and it is building 
up a smaller, broader series. It is 
offering to let other government 
agencies consult its committees 
on a reciprocal basis. Under Secre- 
tary C. V. Whitney says the “shar- 
ing” of committees will “make 
better use of the time of public- 
spirited business men.” 
1-2. 
The Presidential reorganization 
plans would discard Federal Trade 
Commission’s time-honored prac- 
tice of rotating its chairmanship 
annually. Unless Congress objects, 
Federal Trade will have an 
appointed chairman just like 
Federal Communications Commis- 
sion and many other agencies. The 
permanent chairmanship provides 
more efficient administration, ac- 
cording to the Hoover Commission. 
Moreover, it gives the commission 
an “official spokesman,” though of 
course his opinions are not bind- 
ing on his associates. 
eee 

Service auditors are challenging 
in military contracts the reason- 
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Are you getting a share of this 
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ableness of certain trade associ- 


ation dues. Their test case involves | 


Aircraft Industries Association, 
which collects as much as $5,000 
monthly from large aircraft com- 
panies. The association, headed by 
ex-Admiral Dwight Ramsey, does 
a topnotch job of coordinating the 
industry’s technical activities. 
However, service auditors say simi- 
lar «associations in other fields 
operate with much smaller bud- 
gets. They claim Aircraft Indus- 
tries Association spends too much 
for publicity, legal fees and simi- 
lar items. 
eee 


When it comes to congressional 
relations, there are no flies on FTC. 

One of the big concessions which 
reconciled the Senate’s dairy bloc 
to margarine tax repeal is the 
provision giving FTC broad con- 
trol over margarine labeling and 
advertising. On FTC’s effective- 
ness, Sen. George Aiken (R., Vt.), 
butter bloc spokesman, gave a 
rousing endorsement. 

“There have been many viola- 
tions of the law in regard to maple 
syrup labels,” he told his distin- 
zuished associates. “I entered a 
xomplaint with FTC. In their own 
way they have persuaded the larg- 
est manufacturer of blended syrups 
in the country to change its labels 
and its advertising, and to adver- 
tise the content of its product 
for exactly what it is—15% maple 
sugar, 85% cane sugar.” 

Apparently his colleagues agree. 
In the past week individual mem- 
bers have asked FTC to investi- 
gate (1) alleged price collusion 
among typewriter manufacturers; 
(2) ownership, control and facili- 
ties of the petroleum industry. The 
second, a $250,000 project spon- 
sored by Rep. Clarence Cannon 
(D., Mo.), House appropriations 


committee chairman, is to deter- |" 


mine whether monopolistic prac- 

tices in refining, transportation or 

distribution are destroying inde- 

pendent refiners and marketers. 
eo @ 


Budget Bureau has issued a list 
of 51 new “metropolitan areas” 
which are to be used in report- 
ing results of future censuses, in- 
cluding the population studies get- 
ting under way April 1. These 51 
are in addition to 87 announced 
last year when the government’s 
statistical agencies first agreed 
on the plan for “standard” report- 
ing units which would mobilize 
government statistics in a form 
most useful in highlighting facts 
about major markets. Use of the 
standard units by all agencies 
means that statistics will be for 
comparable geographic areas, re- 
gardless of the government agency 
issuing them. 


Colo. NIAA Gets Charter 


The Industrial Advertisers of 
Colorado, chapter of the National 
Industrial Advertisers Association, 
received its charter as a member 
of the national group at presenta- 
tion ceremonies in Denver March 
9. Officers are: President, William 
F. Haddon, Denver Equipment Co.; 
vice-presidents, William Evans, 
William Ainsworth & Sons, and 
William Condit, Condit Art; secre- 
tary, Henry W. Hough, Oil Re- 
porter; and treasurer, Curt Frei- 
berger, Curt Freiberger & Co. 


Joins National Advertising 


George Christmas, for the past 
year and a half with Roadside 
Business Association, and pre- 
viously with Brown & Bigelow and 
the St. Paul Dispatch, has joined 
National Advertising Co., Wau- 
kesha, Wis., as public relations 
manager. National, which special- 
izes in the operation of leased 
highway advertising facilities, is a 
subsidiary of Minnesota Mining 
& Mfg. Co., St. Paul. 


Stegner Names Hal Short 
Stegner & Co., Portland, Ore., 
Oregon and Washington distribu- 
tor of Silicone Products, Miami, 
has appointed Hal Short & Co., 
Portland, to handle its advertising. 


Lincoln-Mercury Starts New Sales Council 


Detrroit—Lincoln-Mercury divi- 
sion of the Ford Motor Co. has es- 
tablished a sales council composed 
of all dealer salesmen of Mercury 
and Lincoln automobiles. 

The new council will offer sales 
training programs to retail sales- 
men and will make awards, such as 
all-expense vacation trips and 
cruises, to 100 leading salesmen 
throughout the nation. 


s George O. Hackett, who joined 
the Lincoln-Mercury division in 
January, will be in charge of the 
new program. Mr. Hackett pre- 


viously published a monthly mag- N 


azine sponsored by Nash Motors 
division of Nash-Kelvinator Corp. 
A point system, based on car 


sales and completion of training 
programs, has been devised to 
make possible the winning of top 
awards by salesmen in all areas 
and communities of varying size. 
Two publications will be used 
as sales aids in the new plan. One, 
“The Lincoln-Mercury Sales Coun- 
cilor,” will carry product news 
and sales ideas on a monthly 
basis. The other, the “Salesmen’s 
Guide Book,” will feature success 
stories of outstanding salesmen. 


Names Shappe-Wilkes 


United Mills Corp., Mount Gilead, 
. C., manufacturer of Realcraft 
slips, No-Hike slips and Jubilee 
bras, has appointed Shappe-Wilkes 
Inc., New York, to handle its ad- 


vertising and publicity, with Ro- 
bert M. Dore as account executive. 
Peck Advertising, New York, for- 
merly had the account. Advertising 
plans include use of consumer and 
trade magazines, and cooperative 
advertising. 


Withenbury to Rowe & Wyman 

R. N. Withenbury, formerly ac- 
count executive with Haehnle Ad- 
vertising, has joined Rowe & Wy- 
man Co., Cincinnati, in the same 
capacity. 
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Genuine GLOSSY PHOTOS 
Meade from your photos, 
leyouts or negatives. 
Other sizes and prices 
upon request. e 
Send for sample and 
Complete price list. 
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Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


This 


summer 
he sure 
your sales 


Svow 


Last Summer, sixty national spot and local advertisers (25% more 


than the year before) used wcco all Summer long. Just as they did all 


year round. Many for the tenth straight year. 


kinds of retail products. 


They have found that Summer campaigns on wcco make 
their sales grow. Because during June, July and August their 


customers in WCCo territory spend more than $686,000,000 on all 


Better still, wcco produces big Summer profits at a low 


Summer cost-per-thousand. In fact, since 1946, wcco’s average 


daytime Summer Hooper has jumped up 38.3%. And the cost-per- 


thousand has dropped 29.8%! 


To be sure your sales grow all year round, join WCco’s 


sixty year-round sponsors. Just ask us or Radio Sales about a hot 


sales-personality (like Bob DeHaven, for one). You'll find wcco 


sends sales UP with the temperature! 


Minneapolis- 
St. Paul 
50,000 watts 
weco 
Represented by 
Radio Sales 


All source 
data available 
on request. 


pKa iss 


ee | | | 
re ee | ie 
= | | = 
us (000\60007) pum em 
he 1 egSIICKLEY PHOTO SERVICE a: sa 
of 2 2 | ig 
ps ia 
a Covering Catholic Schools, Churches, Convents, Rectories, Institutions . 
ce Se aT pe 
a ; Y, ss 
as + 4 ae 
of ae S 
a- 1 i 
nd — Ss sii onNX7 aes 
e- 4 
ist Rin 
ng t ‘e 
he 
n- iS 
es 
i ee ie 
te ; ; 
; ee 
* i, as 
st re ay rer 
: a eee 
l= ry 
2 ee 
e 
~ ee : 
g = 
Ls ae 
: ee a 
" ae 
e Be. 
a eo 
. : 
: ee oe 
p 
: oe = 
e 
S i 
: 
h. 7 / , i ’ 
ae &. i e * ; : 
ve > Zw“ yi - weer enh. 
| ai \ 0, . & at Fe ee: 
~ / »” . | Ba: : 
. MR OPES ED —~ @ : 
| 4, Ce ee  —_ | 
a ‘ - o f® a ate ri oe ; i ‘ , oe ; 
B\g 4 a , io [ Ag aaa» Gen 
A) oo 4, / ip mA a 
ys | t, ; VigZ / V7 | Bi ro f 
\ ( /, | , : L a. hi / : . 
ei! ‘ ‘| a ' % ~ ee i 
z 
; 1 al Te Z 
| 4 ,  . oF f / { , : ’ j 
| ( % ’ : j ba 
LH | / iv: { " | [ * a g ( f ay , / A 
f he Pe ‘h / | | iy lhOUR . 2 
~ \ w/b } / elt \ | te PAT 
aT Lis ~ J a 7, SiG7) 
¢ i : ae ¥ m ‘ “4 . 4 ne ; 
ee i Pe a a eS eee eae aaa moe ba Sepa ss : eee aaa oe er eer es sess ee ir en on ae era oa 
a ears ee ice emer - eo ae cep Sys ee Strasse Reno poke eee aa re oF el eee ae aes: ec a ee Seto ns eutieh art ot RAS ee ia eae bi hc 


The ADmatic Projector magnifies THIRTY 
2”x2”" color slides on the large cabinet screen 


Perfect for point-of-sale advertising, ADmatic 
automatically shows a clear, sharply-defined sales 
message every 6 seconds! Illustrates your sales 
story dramatically and efficiently in store depart- 
ments, display rooms, etc. even under the brightest 
overhead lights. Also ideal in windows after clos- 
ing hours. Versatile, economical, trouble-free— 
ADmatic is your most effective “on-the-spot” 
salesman. Write for Circular A-3 


ADmatic Prosector COMPANY 


ADMATIC OF CANADA 
i York Street — 


111) West Jackson Blvd. + Chicago 4, Ill. | 


Ad Advisory Unit to Study Value 
of Commerce Department's Facilities 


WASHINGTON—The Commerce 
Department’s new advertising ad- 
visory committee announced last 
week that its first project will be 
an extensive study of the services, 
facilities and publications of the 
department useful to the advertis- 
ing industry. 

According to Stuart Peabody, as- 
sistant vice-president of the Bor- 
den Co., who is chairman of the ad- 
visory group, the survey, handled 
by a special research and services 
subcommittee, will be one of the 
most extensive ever conducted by 
the advertising industry. 

In addition to the services and 
facilities of the Department of 
Commerce as they relate to ad- 
vertising, it will evaluate the 4,000 
publications the department issues 
yearly. 

The subcommittee is.to operate 


under the chairmanship of Fred 
Gamble, president of the American 
Association of Advertising Agen- 
cies, Other subcommittee members 
are Elon G. Borton, Advertising 
Federation of America; Nelson 
Bond, McGraw-Hill Publishing 
Co.; Philip J. Everest, National 
Association of Transportation Ad- 
vertising; K. H. Fulton, Outdoor 
Advertising Inc.; Ralph W. Hardy, 
National Association of Broad- 
casters; Davis W. Howe, Free 
Press, Burlington, Vt., and Paul 
B. West, Association of National 
Advertisers. 


ws Kenneth Godfrey of the Four 
A’s is to serve as staff secretary. 

Details of the survey are te be 
discussed at the meeting of the 
Four A’s research committee dur- 
ing the annual meeting at White 


t 
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Sulphur Springs, W. Va., at the 
end of this month. Secretary of 7| 
Commerce Charles Sawyer is t@ 
attend, and to deliver a major 
address to the Four A’s and AN& 
jointly March 31. e 

- 
ws The survey will later be su 
mitted to more than 35 other om 
ganizations in advertising and ifg 
related fields in order to get @ 
comprehensive estimate of the 
value of the Department’s services, 

Plans for the study were re 
vealed following the third general 
meeting of the advertising group, 
Two previous meetings were de 
voted to organizing. 

Once the report is completed, 
Mr. Peabody said, the committee 
will be in a position to recommend 
a service program for. advertising 
to the Department. One of the 
questions to be considered ig 
whether a special unit within the 
Department is required to serve 
the industry. 


Fort Wayne Dailies 
Merge, Will Be Sold 
as a Single Ad Unit 


Fort Wayne, Inp.—The Fort 
Wayne Journal-Gazette and News- 
Sentinel were merged on March 
13, through formation of a new 
corporation, Fort Wayne News- 
papers Inc. 

Effective June 1, the newspapers 
will be sold to advertisers only as 
a unit. All advertising contracts 
with the two papers will be can- 
celed at that time. 

The News-Sentinel will continue 
as the city’s weekday evening pa- 
per and the Journal-Gazette will 
continue as a morning and Sunday 
| paper. 

All printing will be done on 
the News-Sentinel presses and de- 
partments will be merged, except 
for the respective editorial staffs 
of both newspapers, which “will 
be kept separate, competitive and 
independent.” 


ws In buying the two papers as 
a unit, advertisers may run the 
same ad in either paper on any 
desired day, provided that both 
ads run in the same calendar week. 

Advertisements in the news- 
papers will have a circulation of 
about 150,000 daily (based on 
Audit Bureau of Circulations re- 
ports for the period ended Sept. 30, 
1949) and 85,000 Sunday. 

Advertising rate for the daily 
combination will be 38¢ per line, 
flat. The rate for the Sunday edi- 
tion will be 25¢ per line, flat. 
Allen-Klapp Co. has been ap- 
pointed national advertising rep- 
resentative of Fort Wayne News- 
papers Inc. 


Telechron Names Two 


Appointment of N. P. Hamilton 
as assistant to the marketing man- 
ager and of M. W. Wilson as pro- 
duct service manager has been an- 
nounced by Telechron Inc., Ash- 
land, Mass. Mr. Hamilton, with the 
company since 1936, has been as- 
sistant to the sales manager the 
past three years. Mr. Wilson has 
been assistant chief inspector since 
1945. During the war he was resi- 
dent representative at Telechron 
for Bendix Aviation Corp. 


Greenwell Launches Office 


Robert L. Greenwell, formerly 
with Chartmakers, has organized 
Robert L. Greenwell Associates, 
with offices at 56 West 45th St., 
New York, to specialize in presen- 
tations, slide films and sales aids 
of all types. 


ALA 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
: ‘o., Inc. 
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FOUR POINTS TO REMEMBER... 


Four points that emphasize the advertising power of 
U.S.NEWS & WORLD REPORT 


s that... it covers a group of 350,000 intelligent and responsible people. 


i that ... this particular group is not covered in any other management or 


general news magazine. 


ee that ... readership is predominantly among management men—the men 
whose decisions on Industrial purchases and Family purchases are 


in most cases final. 


ca that ... circulation has been selectively accumulated over a fifteen year 


period largely by the voluntary “by mail direct to publisher” method. 


It all adds up to a magazine unique in the entire field of publishing; a magazine unique in its con- 
cept and theme; a magazine that penetrates the largest group of intelligent people in America's 
top markei—the people who, because of their positions, influence, and incomes constitute an un- 
equaled buying power of quality products for factory and for home. 


Remember the 4 points— 


they'll help you get fullest value for your advertising dollar. 


S.News & World 
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Business Asked by State Department 
to Help in ‘Total Diplomacy’ Fight 


WasHincton—Officials of the 
State Department’s Office of 
International Information are 
asking U. S. industry to join in 
“total diplomacy” which will get 
the facts about America to the 
peoples of Asia and other “critical” 
areas. 

In approaching business men, 
the Department confesses that its 
own information budget is com- 
pletely inadequate for the assign- 
ment. In any event, it says, the 
government’s own propaganda is 
inevitably less effective than a 
message under the signature of 
companies which do business in 
world markets. 


@ The approach to business has 
stepped up since Feb. 16, when 
Secretary of State Dean Acheson 
placed the Department’s case be- 
fore the Advertising Council dur- 
ing private meetings here. 

The Secretary warned the coun- 
cil that the American people are 
underestimating the amount of ef- 
fort that must be put into winning 
the “cold war.” He took the posi- 
tion that it will not be possible to 
come to terms with Russia until 
the Russians are convinced that the 
cards are stacked in our favor. 

Analyzing the quantities of 
world influence which are still not 
committed in the cold war, he 
called for “total diplomacy” to cre- 
ate “economic, political, social and 
psychological conditions that 
strengthen and create confidence 
in the democratic way of life.” 


m According to those present, the 
Secretary’s statement was im- 
mensely impressive. At their re- 
quest, a summary was released to 
the public shortly afterwards. 

“Unity and determination among 
the free nations would lead ulti- 
mately to working agreements 
with the Russians,” the Secretary 
said. “But any American effort to 
start talks with the Russians now 
would only raise false hopes among 
some peoples and fears among 
others.” 

In calling for the cooperation 
of the entire nation, the Secretary 
warned: “We are _ struggling 
against an adversary that is deadly 
serious. We are in a situation 
where we are playing for keeps. 
Moreover, we are in a situation 
where we could lose without ever 
firing a shot.” 


@ As a result of total diplomacy, 
Secretary Acheson believes the 
U. S. could mobilize two-thirds of 
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the world’s population, having 
three-fourths of the world’s pro- 
ductive power and a potential pre- 
ponderance of the world’s military 
power. 

“The non-Communist countries 
have the highest standard of living 
and the greatest ability to help 
underprivileged areas achieve 
higher standards of living,” he 
said. “They have on their side the 
appeal of independence and of 
national loyalties. They have the 
greatest attraction of all—human 
freedom. 

“With these forces on our side, 
provided we use them well and 
wisely, the chances of victory and 
peace are good.” 

The State Department itself, 
through special assistants assigned 
exclusively to contacting private 


industry, is asking individual com- 
panies to distribute literature on 
American business methods 
through overseas outlets. 


ms Many companies already have 
excellent material on their indus- 
try and themselves, according to 
John Beggs, special assistant work- 
ing on the problem. The Depart- 
ment is offering to assist in trans- 
lating these publications into the 
languages of other peoples. 

Early in March, State Depart- 
ment conferred with a group of 
comics book publishers who are 
considering a plan to tell the story 
of U. S. industry in graphic form. 
These publishers will attempt to 
secure private sponsorship for the 
series. 

The State Department itself has 
used the picture technique in an 
“Eight Great Americans” booklet. 
This publication, issued in a half 
dozen languages, was immensely 
successful by the time the print 
order ran out. 

“Eight Great Americans” 


was 


produced by M, Philip Copp, New 
York, under contract with the De- 
partment. Officials say the short- 
age of funds is preventing them 
from reordering. 

The State Department is enthu- 
siastic about the program worked 
out by the Advertising Council for 
overseas information. In its con- 
tacts with industry, the Depart- 
ment highly recommends “A Guide 
for American Business Firms Ad- 
vertising in Foreign Countries in 
the Fight for Freedom,” a publica- 
tion issued by the council. 


Cities Service Ad 
Drive for Koolmotor 
Oil Is Its Largest 


New YorK—Cities Service Co. 
started last week a record adver- 
tising campaign to promote its new 
Premium Koolmotor oil. The com- 
pany will make its biggest expend- 
iture for newspaper space ever al- 
loted to a single promotion, ac- 


’ 
Advertising Age, March 20, 19% 


cording to Tom DeBow, advertisiz 
manager. 

Plans also include networ 
radio (the “Band of America” prog. 
gram), television spots and greatly 
expanded use of national and farm 
magazines, plus outdoor poste, 
and business papers. 

Newspaper ads will appear ip 
312 dailies and weeklies in 3 
markets in the company’s distribu. 
tion area. Insertions range from 
1,200 to 400 lines, with kickoff copy 
appearing in two colors in % 
newspapers. 

Initial newspaper insertions 
broke March 17. Subsequent ads 
will appear at bi-weekly intervals 

The product, according to the 
company, represents the “highest 
development” of the solvent re- 
fining process which allows con- 
trolled, scientific extraction of lub- 
ricating oil from the crude. The 
campaign, therefore, has been built 
around the slogan, “The Best Oi] 
Known to Science.” 

Ellington & Co. handles the ac- 
count. 


SUCH LOCAL FEATURES IN 
COLUMBIA, S. C., STATES 


THE FEATURE 


Maybe Mr. 


weekend trip to “South Carolina's Coastal Play- 
grounds” . . 
trip -downtown to buy Mr. C a new spring suit. 
Whichever it is, you can bet they will read and 
be influenced by what they find in their own 
Locally-Edited Magazine. People are just naturally 
interested most in persons, places and events that 
are closest to them . 
want in each of the thirteen Locally-Edited 
Gravure Magazines. 


“THE ADVERTISEMENT (come issve) 


ADVERTISER: Famous-Sternberg, Inc. 
AGENCY: Robert Kottwitz Advertising, Inc. 


_ GREATER SALES IMPACT FOR es 
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Advertising Age, March 20, 1950 


Don't Undervalue Importance of Ads 
in Industrial Press, Eastman Warns 


Cx:caco—Advertisers in the in- 
dustrial press tend to exploit 
rather than develop readers, Roy 
O. Eastman, New York research 
authority, told the Chicago Indus- 
trial Advertisers Association 
March 13. 

“Readers are inherently inter- 
ested in the tools and materials 
from which they make their liv- 
ing,’ he explained. “They are 
standing on the other side of the 
counter waiting to be told the facts 
about the advertisers’ products. 
But they are frequently disap- 
pointed in not getting the infor- 
mation they have a right to ex- 
pect.” 


a Mr. Eastman said that editorial 
researches conducted by his or- 
ganization have shown that read- 
ers are often more interested in 
advertising than in text, and not 
infrequently ask interviewers, 


“Why don’t they have more ad- 
vertising?” 

Position and makeup are far less 
important in determining reader- 
ship of advertisements, he contin- 
ued, than most advertisers think. 

He also pointed out that reader- 
ship alone is not the objective of 
advertising, but rather giving to 
the prospect who has a buying in- 
terest the sort of information 
which will prove rewarding. 


Walsh Gets Hosiery Account 

The Montreal office of Walsh 
Advertising Co. has been named to 
direct the advertising of Nerom 
Hosiery Ltd., Montreal, Magazines, 
weekend papers and dailies will 
be used. 


Doherty Gets Promotion 
Raymond S. Doherty has joined 
the general sales department of 
National Radiator Co., Johnstown, 
Pa., and has been assigned to sales 


Pree eT) 


FRESH—Spring-Air Co.'s “wake up fresh” 

theme, introduced last year, continues in 

magazines through MacDonald-Cook Co. 
(Story on Page 55.) 


development of National’s steel 
boilers. He joined the company 
last July. First project will be a 
new small home heating unit 
called the National Packet. 


Thriving Business 
Evolved from $800 
and Diaper Pin Idea 


PorRTLAND, OrE.—Four years ago, 
C. W. Johnston organized the 
Diapin Co., with capital consisting 
of $800 and one idea. 

The idea was a product designed 
to increase the safety factor of pins 
used to hold diapers in place. Some 
precocious infants, it seems, man- 
age to get ordinary safety pins 
open and then try to swallow them. 

To eliminate this hazard, Mr. 
Johnston designed his Diapin, com- 
posed of two large safety pins 
connected by a chain. 

About $500 of the initial capital 
went to a local printing company, 
which turned out greeting cards 
with holes, so that the diapins 
could be attached. 


es First orders came from direct 
mail samples. In the four years 
that the company has been operat- 


’ We are sold 
| Gravure 


WE ARE SOLD ON 
THE LOCALLY-EDITED // \ 
GRAVURE MAGAZINES 


Magazines primarily be- 
cause local news features invariably 
rate highest in readership surveys. 
It is logical then that the way to reach the most 
buyers is through the medium with the most readers. 


on the Locally-Edited 


markets. 


Comparison circulation figures show Sunday Maga- 
zines far surpassing those of national magazines en- 
joying the largest circulations. In Columbia, S. C.. 
for example, the nation’s largest weekly has fewer 


for highest reader 


Thirteen weekly newspaper magazines featuring the Local Touch 
interest, 


TOTAL CIRCULATION: OVER 2,660,000 COPIES EACH WEEK 


for greater advertising value 


Cordially, 
ROBERT KOTTWITZ ADVERTISING, INC. 


Robert Kottwitz, Jr. 


than 5,000 subscribers, whereas the Locally-Edited 
Gravure Magazine there circulates to 25,500 homes in 
the city zone alone. 


For those of our clients with regional distribution, 
Sunday magazines enable us to bulls-eye their 


(Signed) Robert Kottwitz, Jr. 


AES 
BS 


ATLANTA JOURNAL 
COLUMBIA STATE 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE 
INDIANAPOLIS STAR 


NEWARK NEWS 


LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 


NEW ORLEANS TIMES-PICAYUNE-STATES 
RICHMOND TIMES-DISPATCH 

SALT LAKE CITY DESERET NEWS 

SAN ANTONIO EXPRESS 

ST. LOUIS GLOBE-DEMOCRAT 


For further information contact any of the following representatives: Branham Company, Cresmer and Woodward, Jann & Kelley, 


John Budd Company, Kelly-Smith Company, O'Mara & Ormsbee, Osborn, Scolaro, Meeker & Scott, Sawyer-Ferguson-Walker Company 
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ing, Mr. Johnston has sold more 
than 700,000 cards, with pins at- 
tached. Half-page ads now are 
running in Infants’ & Children’s 
Review, through the Butler-Em- 
mett agency. 

The company now has its own 
plant, an office at 1115 N. E. 21st 
Ave., and orders for 50,000 cards 
on the books. Life insurance sales- 
men have used the pins as door- 
openers, and laundries, diaper ser- 
vices and baby photographers have 
used them for advertising pur- 
poses. Largest order to date is one 
for 25,000 from the Perfex Co., 
Shenandoah, Ia., manufacturer of 
starch and bleaches. 

Mr. Johnston, incidentally, al- 
though married, has no children— 
and he admits that he has never 
put a diaper on a baby. 


Federal Agency Expands 


Federal Advertising Agency, 
New York, will move its account- 
ing, research and sales promotion 
departments from 384 Madison 
Ave. to 383 Madison Ave. April 1. 
For the past two years the account- 
ing and research departments 
have been located at 1 Park Ave. 
The agency has acquired the en- 
tire floor at 383 Madison, but will 
use only 6,000 square feet of the 
new space, leaving the remainder 
to tenants now on the floor. 


Precision to Critchfield 


Precision Scientific Co., Chica- 
go, manufacturer of scientific in- 
struments, has appointed Critch- 
field & Co., Chicago, to handle its 
advertising. Promotion and adver- 
tising will be directed to industri- 
al testing and processing labora- 
tories as well as to the hospital 
and medical institutional fields. 


Estey Joins Swaney Agency 


F. Clifford Estey, formerly with 
W. W. Garrison Co. and Reincke, 
Meyer & Finn, has joined the ex- 
ecutive staff of Morris F. Swaney 
Inc., Chicago. 


Here are the facts: 
150,000 farms 
88% operated by owners 
Nearly 100 acres AVERAGE 
Average Value $6244.00 

For land and buildings 
Annual Poultry Income—$191,325,000 
Annual Dairy Income —$224,028,000 

And the CREAM of these farmers—the 

ones with plenty of money to buy the 

things they want — depend on their ex- 
clusive publication, the ‘ 

NEW ENGLAND 


HOMESTEAD has been 
a constant companion for its readers. It 
talks their language. It fights their bat- 
tles. They have utmost confidence in it. 
When you advertise in the HOMESTEAD 
you have already broken through the 
barriers of suspicion. Your introduction 
to these readers has been like that of an 
old and trusted friend. Your sales bat- 
tle is more than half won. 

Take advantage of this blanket cover- 
age of New England. Reach 145,000 
quality farmers—for only $840.00 a 
page. Sample and complete information 
gladly furnished. 
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In New York’s high-income residential districts 


—throughout every one of New York’s five 


boroughs—the Journal-American substantially i 
leads all other evening newspapers 


According to a readership survey by another New York newspaper ‘ 
.... and the Journal-American sells more ™® 
newspapers in New York’s 8 best suburban 
counties than all other metropolitan j 
evening newspapers combined 
Latest A.B.C. Audit 
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40 Advertising Age, March 20, iggy 
Hudson Appoints Sumpter AC Spark Plug Hits ond ee ae emes | nor February Sales of Chain Stores New 
Lew Sumpter has been ap- . : al February .% Gai iat atthe 
pointed as special representative} Rural Market with population. 1580 — eo — i a 
of Radeon Motes Cor Ve. Duires. N ulat a National magazines on the AC yaad $ 13,407,533 $ 12,390, a4 + 8.7 $ 26,495,107 § 026,581 + §9 if 
He formerly held sales positions Ins Dri dy ; Kroger Co..... 63,045,533 3,2 0.3 122,369,887 125,780,835 — 
with the Chevrolet Motor division ow or ve list include Collier’s, Life, Popular fhational Tea.. 22,595,396 Sais ies ry 8.9 43,737,192 41,568,105 + HY 
of General Motors Corp. for 17} Degrrorr—AC Spark Plug Divi-|Mechanics, Popular Science Month-| Group total $~ 99,048,462 $ 96,395,438 + 28 $ 192,602,186 $ 192,375,521 + qj s 
years. sion of General Motors Corp. has|!y, Sports Afield and The Satur-| yi) ore, Gain 
launched a strong newspaper, mag-| day Evening Post. The farm jour-| «Sears, 
azine and outdoor drive to pro-|nal groups carrying AC will in- abe er $ say een ms +? ue ra.58Ren 14,425,176 + @ - 
mote its new Coralox insulator, owe) ng s F mae yo ome! “Montgomery ates ‘waibra ie Poli 
which it claims is the most out-| Gentleman, Farm Journal, Hoard’s| War os? =—_ EEA — 66 en 
:|standing development in auto|Dairyman, Progressive Farmer and| row Total $ 9,296,032 $ 7,835,998 + 187 $15,325,881 = $14,425,176 + Batt 
he spark plugs in a decade. Southern Sgrisulturtst. Peoples ...$ 3,539,320 3,657,848 — 32 7,084,008 7,380,892 — Circ 
N Ky ADV RTISING c The drive is particularly aimed| The remainder of the greater} Walgreen.‘ :: . 12'523486 © 12880877 — . 25 . asi2isiee? * 26652°381 = i 
at rural trade, which company of-| Promotional venture will be de-| Group Total $16,062,776 $ 16,508,725 — 27 $ 32,297,675 $ ~ 33,033,243 — qj NEw 
seb ngs ficials say is the strongest market voted “ cgi) ge wy Variety and Miscellaneous FF 
O in the country. They point out that|5!gns and an all-out point o e | “Angerman Co. 415,852 476,930 — 12.8 Herata . 
the nation’s 6,000,000 farmers on| coverage. Butler Bros... 8,068,752 9,181,570 — 12.1 16,513,134 18,671,746 ~ 5 B tion to 
D. P. Brother & Co., Detroit, is ae Corp. . 1,060, os0.196 ¢ 1.137.954 _ 6s ‘ B87 798 rie — 1 | indicate 
nm Gros. .. 190, . . -_ . i" s '’ — 
the agency. Fishman, M. i 'S0L‘212 489,974 + 2.3 gasgrs * © 936359 — 4h ate suc 
— = = yet 10,841,440 9,508,513 4+ 14 134,978,543 agen 
Me ccccces 5 , , ” 78, 
lefer ier THE MOST DIRECT MEANS % or wee po ik. = Aiace Borate "20 “2A 3a02 ‘Bucs ~ "Sy Picks 
= , | reyeee> 
' advertising and sales promotion of| Robinson .. 4,507,248 4,383,583 + 2.8 8,832,522 9,585,943 — 74 § tion mi 
thag - late rage «a : the glass os, of Re ney pW u. 5,633,753 5,782,546 — 2.6 i of 
%, Plate Glass Co., Pittsburgh, has]  pept. stores 3,428,707 3,674,032 — 6.7 ise] 
AGC SeHesesetP We |been named assistant to Vice-|Kresge,$ 5 .. 17509661 18361343 — 46 33,639,792 «35,085,630 — ay ion 
President Frank W. Judson in han-| Kress,'S. H. .” 10,489,395 11,185,875 — 6.2 20,555,576 21,986,276 — 6§ culo 
GEORGE T. HOPEWELL. INC. EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK dli ti 1 t Lane Bryant due all 
ng major national accounts. Ine. 44... 3,040,493 3,428,134 — 11.3 6,275,167 7,143,888 — 122 } season 
McCrory ian 209,836 6,235,886 — 0.4 11,980,937 12/182,430 — 17 and Oe 
Prominent Users of Strathmore Letterhead Papers: No. 86 of a Series mE - 3,174,759 3,265,646 — 2.7 one is 
GMB bee 3,965,308 3,988,101 — 0.6 7,474,819 7,846,726 — 47 | figure 
ey 6,902,500 7,090,300 — 26 es 
The assembly line keeps *Miller-Woht ne, pee AA, pu 
ty ree fl 1,710,402 2,023,278 — 155 17,608,354 20,067,573 — 123 Grov 
moving. Founded in Murphy, G. C. 8,791,221 8,828,770 — 04 16,993,355 17,319,573 — 19 ircul 
1881, the Tappan Stove Neisner Bros. . 3,363,926 3,537,367 — 4.9 6,490,539 6,697,851 — 3, | circula 
4 Newberry, J. J. 8,265,155 8,284,372 — 02 15,825,504 15,948,764 — 08 | Pinkhe 
Company was first to Sent gnc eee Steet tt eres | ARE — LM weathe 
— a range for use Western Auto. 8,886,000 6,720,000 + 32.2 16,597,000 13,835,000 + 200 | full-se 
wit iquefied —" ) 40,641,652 40,616,281 - 79,210,394 79,212,460 - The 
eee Pct a Coeraue, Total $204,350,094 $204,726,368 — 0.2 $546,450,775 $539,723,235 + 12] Can p 
el-U- assembly, cura 
rey —— eee 8,759,364 $325,468,529 + 1. 786,676,51 , | 
Divided Top, Visualite “One month. Not Treluded t in totals » Four weeks tha 52 weere yy ae. alee cuca 9] out H 
Oven and other modern return 
features, 35%. 
R&R Detroit Adds Two plemented by a limited institu- 
J. T. Foley and A. T. Howlett} tional campaign in several hori- | # Mee 
have been added to the Detroit |zontal magazines. , culatic 
staff of Ruthrauff & Ryan. Mr.| Gimbel Brothers will supple- | ang y 
Foley, formerly with Altes Brew- = the Dutch pivormenens ads | early 
ing Co. and Marvin Hahn Adver-| W! a series of advance news- 
TAPPAR Siow loner tising Agency, has been named|paper and magazine ads locally | have™ 
Manerrece, Owe account executive for Franken-|and nationally prior to the fair | forwa 
muth beer and ale. Mr. Howlett,|and during the show through to | 7:30. 
formerly with Campbell-Ewald|Jan. 3. Goods on display will be met tk 
Co., J. Walter Thompson Co. and sold through the store’s merchan- ing ar 
Grant Advertising, has joined|dising system, but profits will ac- | hour | 
R&R’s copy department. crue to the Dutch manufacturers. editio. 
no edi 
Dutch Government, Gimbel’s Two Join McCann-Erickson Col 
to Promote Holland Fair Andrew V. Christian, formerly a | field i 
The Netherlands government|writer and producer in the Chica- a “Pir 
will launch an extensive trade|go studios of Columbia Broad- News 
publication campaign in April and| casting System, has joined the ra- incre: 
May to herald the Holland Fair,|dio-television staff of McCann- about 
scheduled to begin at Gimbel|Erickson, Chicago. Richard Slade, pe sr 
Brothers, Philadelphia, on May 5.|formerly writer and producer for 
Is your letterhead The trade publications campaign, | KSTP and KSTP-TV, Minneapolis, | eral ‘ 
bs be handled through Kudner|also has joined McCann’s radio- Lat 
ency, New York, will be sup-/television staff. figul 
as up-to-date as your product? weed . pie 
662,3' 
| been 
428,5: 
Sund 
atever your product, it is hi important for your letter- aT 
What your product, it is highly important for your lett h 
head to reflect the alert, progressive character of your firm. io, 
The design of the letterhead, the quality of the paper itself : mise 
° ° ° nex 
can definitely decrease or increase the impact of the message Sept 
it carries. That is why so many leaders in their fields, such as a 
the Tappan Stove Company of Mansfield, Ohio, choose Strath- 
more for effective letterhead papers. 
It may be time to review your current letterhead. /s it really Your Mat Molder too 
current? Does the design properly interpret your firm in terms . " 
b ib ae Ona age has professional pride 
of today? How about the paper? Does its surface and texture 
; orp: . 9 No advertising executive would be particularly 
say to the eye, This company is alert, a leader ? If not, ask pleased to have @ client tell him what trpewsiter 
the supplier of your letterheads to submit new designs on must be used in writing his copy, or what brushes 
Strathmore expressive papers and pigments the artist must use, what camera and 
. films for photo illustration . . . Maybe, then, he can 
- sense the feeling of a mat molding executive who is 
Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark told what mat he is expected to use... and by a pro- 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. duction manager whose own mat molding experience 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 1s limited to reading one attractive folder . . . Re- 
sponsibility for results involves freedom of choice. 
Mats should be chosen by the man who molds them. 
MAKERS CERTIFIED DRY MAT CORPORATION 
OF FINE 9 Rockefeller Plaza, Dept. C, New York 20, N. Y. 
For dependable . « 
j PAPERS stereotyping, rely on Lcd 
an - 8 ATER ET 
Strathmore Paper Company, West Springfield, Massachusetts 
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New ‘Early Bird’ 
Edition of ‘HT’ 
Gains: Pinkham 


‘Polite’ N. Y. Circulation 
Battle Brings Other 
Circulation Changes 


New YorK—It may still be a bit 
early in the life of the New York 
Herald Tribune’s “Early Bird’ edi- 
tion to tell, but two weeks’ run 
indicates it is meeting with moder- 
ate success. Success, that is, in 
terms of pre-publication hopes at 
the HT. 

Richard A. R. Pinkham, circula- 
tion manager, said average daily 
sale of the 8 p. m. edition has hit 
precisely “on the button” the pre- 
diction he made for it, this with 
due allowance for a deliberate off- 
season start for the sports edition 
and unusually harsh weather. No 
one is telling just what the sale 
figure is, but a check of numerous 
sources—distributor and other—by 
AA, puts it at about 25,000. 

Growth of the early edition’s 
circulation continues steadily, Mr. 
Pinkham said last week. The bad 
weather, he complained, hampered 
full-scale development. 

The “Early Bird’s” print order 
can be placed somewhat more ac- 
curately, at 40,000 (but still with- 
out HT confirmation), indicating 
returns in the neighborhood of 
35%. 


s Meanwhile, the city’s polite cir- 
culation “battle” is on. The News 
and Mirror, which long had the 
early evening field to themselves, 
have moved first edition press times 
forward a half-hour, from 8 to 
7:30. The World-Telegram & Sun 
met the “Early Bird’s” bid by issu- 
ing an “All-Sports Extra” a half- 
hour later than its customary last- 
edition time. The Times has made 
no edition changes. 

Colossus of the early evening 
field is still, by far, the News, with 
a “Pink” sale of some 700,000. The 
News reports that Sunday sales 
increased during February by 
about 100,000 to 4,350,000. Daily 
circulation has remained for sev- 
eral weeks at about 2,200,000. 

Latest Herald Tribune’s ABC 
figures are 323,661, Monday 
through Friday; 251,636 Saturday; 
662,370 Sunday. The Times has 
been running at 537,216 daily, 
428,540 Saturday, and 1,096,137 
Sunday. 


a The Journal-American’s sale is 
somewhere upward of 700,000, the 
size of its gain after the Sun’s de- 
mise remaining to be seen in the 
next ABC statement. The J-A’s 
September ABC figures. were: 
daily except Saturday, 698,368; 
Saturday, 556,904; Sunday, 1,175,- 
858. Mirror circulation as of the 
same date was 1,072,594 daily, 
998,619 Saturday and 2,088,093 
Sunday. 

The World-Telegram & Sun has 
been advertising a daily sale of 
600,000, roughly equal to the com- 
bined sale of the two newspapers 
when the W-T bought the Sun two 
months ago. Actual sale of the 
newspaper at present.is estimated 
at 625,000 to 650,000. Thus the 
figure being promoted allows a 


cushion for a possible leveling Re 


off later. 


Altogether, recent developments 


have served to compound the con- 


fusion in observers’ minds about 
the New York newspaper situation. 
And rumors are more plentiful 
than ever. The World-Telegram & 
Sun is contemplating entering the 
Sunday field—unconfirmed and 
unlikely; the “Early Bird” is a 
feeler toward a Herald Tribune 
move to the evening field—‘“ab- 
solutely nothing to it,’”’ according 
to Mr. Pinkham. 


s More likely, the “Early Bird’s” 
purpose, as some Herald Tribune 
people indicate, is to tap a new 
circulation source to bolster the 
paper by adding a type of reader 
who might not be familiar with 
the sprightly news treatment of 
the standard-size HT. 

Certainly, the “Early Bird’s” 


sale, good or bad, can indicate 


ee 


very little regarding the feasibility 
of moving into the evening field. 
Such a move would require a vast 
reorganization of advertisers’ 
thinking in relation to the Trib. 
Moreover, if any ad linage trend 
is now visible in large cities—New 
York included—it is from evening 
to morning newspapers. 

In addition, there is the fact 
that to go to the evening field, 
the Trib would be forced to change 
its personality, foregoing some of 
the completeness of its news cover- 
age in favor of more entertainment 
features. 


Schnuth Joins Display Corp. 
Display Corp., Milwaukee, has 
added Lou Schnuth, formerly with 
Whiterock Corp. in sales promo- 
tion, to its New York sales staff. 


Only The Cedar Rapids Gazette 
Delivers Adequate Coverage 


gti wm 


and Sunday | 
%,, 


CIRCULATION OVER 55,000 [LL % 
Home Delivered in 129 Eastern 
lowa Towns Day of Publication 


Che Cedur Rupids Ouzette 


CEDAR RAPIDS, IOWA 


41 


Year after year, The 
volumes of advertising 


of all car buyers read 


You can make that 
pay off for you. Your 


presented by the General 

pevoreigine De eesarens. 
ps-Howard Newspa 

Soo Pork Avenue, New ork 

Gey. Offices in Chicago, Cin- 

cinnati, Detroit, Fort Worth, 

Philadelphia, San Francisco. 


KLX 


COVERS OAKLAND 
CALIFORNIA Al 
LOWEST COST 
PER 1,000 


Represented nation- 


ly 5 er Burn-Smith 


0., Inc. 


PITTSBURGH’S BILLION-DOLLAR 


You should see the headlines as Pittsburgh prepares for 
its most glorious half-century. 

**$40 Million in Roads and Bridges Soon Ready” 
‘**Many Small Business Firms Locate Here”’ 
ground Gas Storage Enlarged, New Lines Laid”. . . 
““Year’s Sales of New Autos Set All-Time County Record” 
... “Duquesne Light Plans to Meet Higher Demand”’ .. . 
Headline after headline reflects Pittsburgh’s richness as 


. “Under- 


ANSWER TO YOUR QUESTIONS 


a market now, and forecasts Pittsburgh’s glowing future 
as a stable, diversified trade area. 

Optimistic as the headlines are, they almost under- 
state the facts. For in the Pittsburgh area, industry is 
pouring far more than a billion dollars into one of the 
greatest expansion, modernization and rebuilding pro- 
grams of all time. A program of such scope is bound to 


create customers—and they can be your customers. 


Within months, this General Motors body plant will be operating in the outskirts of Pittsburgh, using 
300,000 tons of Pittsburgh-made steel yearly, and providing 2,500 jobs. 


Press publishes record-smashing 
because advertising in The Press 


has the habit of producing results. 

You’ll find a clue to its success in Press readership. ‘Two 
studies of newspaper readership in Allegheny County 
have been completed recently. One shows that 64.7% 


The Press regularly*. The other 


shows that 63.7% of all men and women read The Press 
regularly. And they spend more reading time on The 
Press than on either of the other Pittsburgh papers. 


intense readership of The Press 
Press Representative will gladly 


+ ’ . z= 
[Se RIP s — HOWARD | 


TOTAL ADVERTISING LINES 
published in 1949 


PRESS (evening) 18,113,619 


PRESS (Sunday) 7,670,433 
Post-Gazette (morning) 9,493,461 
Sun-Telegraph (evening) 12,132,693 
Sun-Telegraph (Sunday) 6,531,902 


Sunday figures include all supplements. 


give you the facts and figures. Call him up . . . and 
remember, every Scripps-Howard Representative is a 
Press Representative. 


*More than half the published issues. 


“The Pittsburgh Press 
Na! 


in Classified Advertising—in Retail Advertising——in 
in Total Advertising 


in City Circulation 
General Advertising 
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KO ADVERTISING DIRECTOR IMPRESSED BY 
OMPANION’S MOVIE RECORD... 


S. Barret McCormick 
hears movie makers 
invest most money in 
Companion! 


Jack Carter, COMPANION representative, has dramatic 
proof of a key industry’s continuing confidence in the 
CoMPANION’S ability to deliver outstanding reader 
attention and action for the advertiser. And his story 
has captured the attention (above) of one of the top 
advertising and publicity directors in the movie 
business! 


Here it is: The COMPANION carries more movie 
advertising than any other monthly (except fan 
magazines, of course). Moreover, in the woman’s 


COMPANION | 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


6: F::0 2. ¥ 


N U M B 


Carries more 
movie advertisin 
than any other 
WOMANS Service 


ONLY 
finds Le 
particul 


PACK 
| exect 
' respec 
mance 
vice-| 
presi 
service field it carries 88% more than magazine B— } 
122% more than magazine C—400% more than 
magazine D. ; a 


Only a magazine which meets al/ the basic interests 
of American women today could win such an eloquent 
dollars-and-cents tribute from the advertisers! 


No wonder that men responsible for getting results 
from advertising are discovering that the COMPANION 
is the magazine to watch in the woman’s service field! 


' 
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TAKE ONE—Dan Seymour (right), emcee 

of “Sing It Again” (CBS), finds a willing 

customer in George U. Dunlop, vice-pres- 

ident in charge of sales for Luden’s, one 
of the sponsors of the giveaway. 


Ne a My RE he Ce Se 


MOTLEY BRIEFING—Arthur H. Motley, president of Parade Pub- 
lication, briefed this group of sales executives before their de- 
parture for overseas to set up counterparts of the American 
sales executives group. From left to right, front row: J. C. Luhn, 
president, Easterling Co.; Elmer R. Krueger, president, Paper Art 
Co.; Mr. Motley; Robert A. Whitney, president of National Sales 


ONLY IN CALIFORNIA—Miss KECA-TV 

finds Los Angeles weather suited to this 

particular promotion for the station's 
channel 7. 


' PACKARD COORDINATORS—These eight Packard Motor Car Co. 
executives are members of a new operating committee which is 
' responsible to the president and board for coordinating all top 
management functions. Seated (left to right) are K. M. Greiner, 
vice-president and general sales manager; G. H. Brodie, vice- 
president in charge of coordinating operations; Col. J. G. Vin- 


patent counsel. 
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y CHARTER MEMBERS—Robert J. Alander (second from right), advertising director of 
the Charlotte News, presented a charter from the Advertising Federation of America 
to the new Tri-Cities Advertising Club (Kingsport, Tenn., Johnson City, Tenn., and 
Bristol, Tenn.-Va.) at a dinner March 1 in Kingsport. Left to right are B. Carroll 
Reece, publisher of the Bristol Herald-Courier; Col. E. W. Palmer, president, Kingsport 

Press; Mr. Alander; and J. W. West. general manager, Kingsport Times-News. 


DIRECTORY BOOSTER—This Easter-bonneted blonde decorates 24-sheet posters 
appearing throughout Ohio for Ohio Bell Telephone Co.'s directory department. 


cent, executive vice-president, chairman of the committee; E. C. 
Hoelzle, vice-president, comptroller and secretary; G. C. Reifel, 
vice-president of manufacturing. Standing: H. W. Hitchcock, di- 
rector of advertising and public relations; W. H. Graves, vice- 
president of engineering; and Milton Tibbetts, vice-president and 


GLOWING—Gantner-of-California’s Glowikies and Glosuits get 
the benefit of fluorescent paints in this 24-sheet now being 
posted across the country. The design is a variation of the 


San Francisco swimsuit maker's annua’ 
for its glowing Gantron line. Ruthrauff & Ryan, San Francisco, 
handles the account. 


he 
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Executives; Phil Salisbury, editor, Sales Management. Back row: 
Floyd Poetzinger, partner, Poetzinger, Dechert & Kielty; G. J. 
Ticoulat, sales manager, Crown-Zellerbach Paper Co.; Glenn 
R. Fouche, president, Stayform Co.; Hal W. Johnston, executive 
vice-president, Stecher-Traung Lithograph Corp.; and Don Sloan, 
president, Sloan & Wilcox. 


FIRE PEARLS—Discussing gift possibilities at a press party given in New York by 

Elgin American Division, Illinois Watch Case Co., to introduce Fire Pearls were 

George Bayard (left), executive vice-president of Russel M. Seeds Co.; Kenneth 

Chambers, ad manager of Harper's Bazaar; and Allen B. Gellman, president of 

Elgin American. Last month the Seeds agency was appointed to handle Elgin Ameri- 
can advertising formerly placed by Weiss & Geller. 


COLOR CAMERA—Executives of Allen B. DuMont Laboratories present at DuMont’s 
industrial color TV demonstrations in New York are (left to right) Dr. Allen B. Du- 
Mont, Dr, Thomas T. Goldsmith Jr., director of research, and Herbert Taylor, head of 


the transmitter division. 
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| “water lovers” poster 
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5 , , , March March dan.-Mar. Jan.-Mar. March March dan.-Mar. Jan.-Mar. 
*Northwest Edition ........ 414 =. 29.5 94.6 80.1 17,760 126 : 34,357 
Woman’s Day (Nat'l) ........ 53.7 520 1543 140.7 23023 22,326 66,159 : 1 1949 1950 19491950 1949 1950 1949 
mevem dacs 63 Se Mt Ht BS Be re Sen |Canodion 
loman’s Home Compani sear . . ' A : 5 . 
Total Group eens. .- 23787 28423 5547.6 608.7 1218452 1298526 2,807,501 3,086,654 |Canngion Homes @ Gardens... SO? 470 C8 S68 aaoes sronn $r2z3 © 65570 
on memeene Om Cetals, “Tuy Neues: SED; ont lanes L0GH, “Conan Gags cies SEUE, Chatelaine... 2.5000. 0+ 409 464 906 7 27,800 31,527 61,609 (66,364 
Maclean's (2 issues) . 606 69.0 1335 1417 41,203 "919 '739 96,364 
pideer Natlonal iHome’ | Monthly isi iis 44.8 62.7 19'327 21673 30,541 42 
American Rifleman .......... 519 52.3 137.9 140.8) 22,265 += 22,453 «59,165 60,425 | ational Home Monthly ; . , g++] 
Field & Stream ............. 74.2 168.1 182.3 31,819 37,405 72,091 78.207 Any MD reeeeeeeeeeees 26.0 16.9 57.5 37.7 11,154 7,243 1668 16,298 
ote ”06(C( } £lmlUllCU SC ER OR OR OBE het Ce ............ 5.5 %5 1325 76.5 10,101 6643 24115 13,923 
Outdoor Life .. ++ ES 728 1820 1994 $259 3121) 65206 © 68.571. p Ca Edition .......... a i i i eS RS 
{Outdoorsman 24.3 26.0 63.9 65.0 10,458 11150 27,445 alten oe a9 0OCOLS ' SS fs Bee Se asa 
Sports Afield 74.9 75.3 155.4 166.4 32,140 32289 66,671 71,384 | Res mane 18 -- 220237322 teoel «essa soass aos 
rere ’ 366.1 807.4 844.1 ' Tne emilee tate amas OGG aii tC He : : : 
Of REE SS 153,064 157,017 346,312  362,126| Total Group .............. 408.2 3916 95041 8 216,663 225880 471,738 476,679 


*Not included in totals. {[February linage. 


March Advertising Pages and Linage in Farm Publications 


coat oi con Ba 
soe . sos . * | ’ al , X- 
-—Total en, by as ——Total Atti, in is P = aE -—Total Advertising, in Pages—. ————Total Advertising, in Lines clothe fealty, 
* * * .- ssified a ive- n.- Jan.- * Jan.- Classified and Live- 
Mch. Mch.  Mch.  Mch.  Mch. = Mch. Mch. Mch. stock, In Lines Mch. Mch.  Mch M i 
1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950, 1949 isso “s ‘949 
Farm Magazines Monthlies 
Si is: 653 G2 ES EE Bs ut! Bees fae 7A tna 
‘ountry Gentleman ... y by ‘ . . . ly A . ,422 s_ |. See ‘ 
Farm Journal ...... 131.9 1158 309.6 304.7 56,595 49,682 (804 ,724 53,462 46,619 pu. 4 Fruit oo oe SS ae ee 7 — oe 
‘Farm & Ranch with — 33.1 39.2 1193 116.3 14,080 16,719 50,835 49,617- 13,760 16,411 
Southern Agriculturist: American Poultry Journal: 
Western Edition ... 64.3 —— 1697 —— 43,744 —— 115,118 — 38423 ——| Eastern Edition .... 58.7 56.8 187.7 182.8 25,199 24,380 80,518 78,464 14,667 13,208 
eanere Edition a a se See 87,995 — + 26268 — Central Edition ois 48.6 45.2 1565 150.7 20,843 19,392 67,163 656 (967 072 
; : lestern | -- . ’ X 125. 17,1 258 { y 11, f 
Carolina-Va. Edition 104.3 94.0 264.2 233.1 70,941 68,444 179,691 169,749 66,388 63,761| *in all 3 Editions.. 37.7 33.2 123.4 113.0 16190 ia338 30966 a5 456 ea 360 
Ga.-Ala.-Fla Edition 107.0 95.8 270.8 236.3 72,764 69,747 184,146 172,026 68,276 64,874| Arkansas Farmer .... 17.2 104 455 345 13, 7,848 34/396 26,186 11,996 7,697 
y.-Tenn.-W. Va. Better Farming 
wasetition 2 hee 101.3 93.7 259.0 228.3 68,909 68,232 173,392 166,204 64,678 63,666 aeltetiods qe 52.5 a9 133.7 108.8 22.505 20.551 57,346 46,656 22,505 20,551 
a eo er TUS ccccecs p a B . . fi 5 . y 6 
Edition ....... 102.6 91.8 2565 224.2 69,757 66,805 174,387 163,160 64,964 . Breeder’s Gazette .... 20.0 21.1 66.2 69.6 9,011 9,485 29,811 31,341 6,791 7,129 
Teas Edition ae 109.2 sas 271.4 238.8 74,260 63.012 184,610 173,867 eu.ee7 ean California Citrograph . 26.1 264 382 305 17,570 17,738 52.556 54,033 17, 2 17,514 
nh : : i ; ; , : M s ‘ tleman, The ...... : x - : , ; ’ i : , 
*aver. 5 Editions.. 104.9 94.0 2636 232.2 74.326 68.446 182245 168.998 481 63.415| Elatiaty = — a Se 
Successful Farming ... 127.2 118.1 303.7 295.0 57,236 53,127 136,657 132,200 55,259 50.951| on the Farm ...... 13.7 164 334 47.6 4,883 5,857 11,919 17,055 4,883 5,857 
Total Group ...... 1,031.5 895.3 2,564.7 2,246.3 639,168 575,106 1,593,516 1,438,315 599,394 539,813|Farmer-Stockman .... 45.7 39.4 115.8 110.4 34,734 29,934 88,106 83,931 30 27,089 
‘Separate publications 1949. “Smaller page size 1950. Florida Cattleman .... 474 43.1 145.0 1378 19,880 i8,110 871 89 12,112 9,012 
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mercial Display, ex- AZIN MONTHLI - NTHLIE 
—Total Advertising, in Pages. _————Total Advertising, in Lines cluding Pouliry, MAG eS ONTHLIES SEMI-MONTHLIES 
Mch. Mech. ch. Mich. Mch, Mech eh, uc, “eee te ties 
5 le le 5 le le ° n Lines © ? 
1950 1949 1950 1949 1950 1949 950° i 639/68 | mare 5/3,6// | rea BRE 9022/6 
24.2 25.7 708 69.4 19,000 20,113 55,508 54,407 15,612 16,307 $90,323 |FEBE Bata) 670,924 
23 24 #71 #«959 5467 5,744 15699 14522 5327 5618 G a 9 
15.0 16.0 361 319 10,890 11,713 26,230 23,303 10,515 11,308 
127 120 19.7 193 5,693 5,393 8,854 8.658 5,693 5,393 : ~~ 
Garden 48.1 50.9 142.5 148.4 21,637 22,907 64,127 66,828 15,363 17,337 BI-WEEKLIES DAILIES 
jo Farm : 
erent lea M2 1376 1207 19860 1728s «© BOSS SSY'BLL «1gROD Biles 950 [ose 1950 1950 
i oultryman ... be a - 5 p iy . L, 4 
Py TY Eaitha 743 67.2 227.1 2085 31,876 28,845 97,438 468 20,468 17,263 pe: (40,863 | Ft EN 60,859 FEB. 254,097 | FEB 405, /§7 
Eastern Edition .... ° e f 5 ’ 5 5 , 
tral Edition .... 60.6 56.9 186.7 178.2 997 24,412 80,117 76,441 18,439 16,083 || JAN. JAN. JAN. JAN, Fd 
Cimtcrn Edition’... 520 482 1645 1542 22313 20216 70°57 "696 16184 14.128 4,991 55,989 335,896 2648 
*in all 3 Editions. 49.0 42.9 149.2 1369 21,035 18385 Gt, $8,711 15,708 13.336 || a4 ae ne oe 
armer ..... Je - . . . ’ fi , 
seutnern Planter... 344 412 1029 1101 24061 28737 72.014 030 «21.840 26,365 ie L /7,.4/4 4 66,645 4 227,393 fen |] 425, 056 
Turkey World ....... 56.4 488 2168 2029 24215 20,925 93, 87,011 12,180 11,306 , 
Western Dairy Journal. 465 428 131.3 1188 19516 17,976 . 11106 10,004 
Western Livestock 2 ' Current Month Com- 
tal cians 100.8 108.5 302.2 355.5 42,336 44,366 126,928 148,135 17,965 17,976 srt ae ee aT Ps te mercial Display, ex 
*Wyoming tockman- Adver' ising, Pages——, Cn 16 rtising, in —_— ¢ ing Poultry, 
FOMEE sccceeees: “us 07 —— —— 192 908 aon — 101% 7,378 ae a x ee om dan. dan.- ° Classified and: Live 
tal Group ...... 1,088.3 1,093.7 3,352.4 3,344.1 513,611 508, 1,565,013 1,545,706 370,723 360,926 . Fel . “Feb. . Feb. eb. eb. stock, In Lines 
That incteded in totals. February linage. 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 
: Wisconsin Agriculturist 59.1 66.5 98.4 111.4 46,353 52,102 77,130 87,295 42,523 48,163 
Newspaper Monthly Farm Sections Total Group ....... 1,170.7 1,261.0 2,038.6 2,193.0 902,216 977,233 1,573,140 1,683,269 775,941 829,341 
lowa Farm & Home *Not included in totals. ‘Larger page size 1950. *Herdsmen edition only. This issue also includes all linage carried in 
Register ..... weees 265 325 64.4 73.3 28,321 34,690 68,864 78,236 27,579 33,752 | Western Farm Life. 
Rural Gravure ....... 81 50 179 150 8135 5.012 18,032 15,071 8135 5,012). n 
we Oy « 193 193 507 518 20510 20594 54,880 55,138 16,466 18,278 Bi-Weeklies—February 
arm NEWS ....+65 . y i y Ns y of * 
Total Group ...... 53.9 568 133.0 1401 “56, 60, 141,776 148,445 52,180 ~ 57,042 | Orizona Farmer. -.... 58.6 59.9 107.2 115.8 44,335 45,290 81,101 87,600 41,161 41,506 
Northern Edition .. 56.8 53.2 103.7 108.2 42,946 40,201 78,378 81,821 38,825 35,966 
Current Month Com- | Southern Edition ... 57.2 51.0 1028 104.7 43,248 38,575 682 «79,195 39,043. 34,298 
Pio sep Ria mercial Display, ex- | Dairyman’s League News 14.2 10.1 25.6 163 10,334 7,348 683 11,858 9,481 6,224 
hein “ine "dees Seer |, eee 186.8 174.2 339.3 345.0 140,863 131,414 255,844 260,474 128,510 117,994 
Feb. Feb. Feb. Feb. Feb. Feb. Feb. Feb. stock, In Lines . 
1950 1949 1950 1949 1950 1949 1950 1949 ©1950' 1949 | Weeklies—February 
ee Weekly Kansas City Star 24.7 27.0 41.0 49.4 60,859 66,645 101,006 121,828 45,754 50,862 
emi-Monthly—F ebruar aie 
. ; . ° Dailies—February 
American Agriculturist. 23.7 35. 35.6 53.8 708 929 yt 39,185 74 21,7 Chicago Daily Drovers 
—ooo Ne ee ee ee ee eee eens 32.4 26.6 68.2 55.9 68,956 56,633 145,174 119,013 45,282 33,939 
one Revel . , . 3 23,941 23,104 Y . , ansas City Daily 
cei inst RE BS A SE BIN Ie sate am aR ER KEN, us m4 m0 es T4822 GSM ND LsSANT ALIN M6 
Dakota Farmer ...... 64.0 725 109.4 122.7 50,191 56877 85,800 96,286 45,466 51.126 , 
) end De aiinéoss 3 83.6 83.0 134.0 1363 65,522 65,110 105,017 06,904 $6,294 54,709 - 5 Pr 34.55 30.1 82.9 72.2 73,475 63,971 176,543 153,649 “as 40,219 
idaho —_— teh asa 50.6 79.2 88.8 34,182  38;264 59,911 ain 31'301 5,214 | Stock Reporter .... 175 17.8 49.0 43.3 37,344 37,858 104,387 92,112 27,250 24,648 
Indiana Farmer's Guide 33.0 347 53.7 60.9 25, 27,232 42,057 7,794 19,722 19,611| Total Group ...... 119.3 1069 277.1 235.0 254,097 227,393 589,993 500,181 159,089 135,702 
Kansas Farmer ...... 39.8 433 71.0 74.7 30,275 32,924 53,959 56,784 25,023 27,024 
sien foee = SR eg ae Sak ee See BRS | Canadian 
armer ..... | e <I . , , , Ny 
Missouri Ruralist’.... 341 35.5 60.8 61.6 25.927 271006 46.234 870 20361 22739 | **Canadian Countryman 39.1 44.4 68.9 72.5 27,380 31,072 «48,252 «(50,757 21,182 25,882 
Montana Farmer ...... 47.1 55.6 766 101.1 35,573 42046 57,942 76,745 29, 32°375 | Country Guide, The... 55.9 50.6 128.9 120.1 40,212 36, 92,733 86,472 40,212 36,398 
relies Bt fs a ae Sas See ee me er ee | “meee 
Onto Farmer vomestead 37.4 623 1014 105.2 44.088 47,862 77880 80772-38217 42136 | Eastern Edition .... 945 92.3 166.3 159.5 94,521 92,346 166,314 159,575 69,046 68,521 
Oregon Farmer ...... 45.2 47. 77.72 842 34.156 36.022 58,756 654 31,275 32.972 | _ Western Edition ... 83.3 80.4 147.1 141.0 83,334 80.427 147,113 141,064 66,323 63,740 
Oregon Grange Bulletin. 13.9 12.4 wet we 13,052 1308 25.672 25,438 15,022 440 ps J S ek 30.3 28.0 71.0 64.6 21,846 20,147 51,176 46,466 20,608 19,182 
en’: WB B25 1323 (140.6 56.654 601075 «9648S ~—«102'374 «GE ISL © aS'aG. | Home Magazine .... 40.1 45.2 77.0 78.9 28,057 31,614 53,912 55,186 23,068 25,674 
Utah Farmer ........ 20.8 366 443 74.6 15,170 26,676 32,293 54,375 11,667 25,401 | Farmer's Magazine... 43.4 40.1 100.4 = 88.0 30,351 28, 70,244 = 61,636 28,112 26,214 
Wallaces’ Farmer & lowa 
A tess ’ o. (147. 5 67,897 69,127 15, ' armer.......... 102.7 115.9 182.4 212.7 115,569 130,428 205,238 239,379 69,758 70,004 
wancmestead mer sc) «G80 ak FE B38 Sh02L Se8ee «5B 750 as193 SE'a0 32°72 | **Western Producer... 52.6 55.3 879 93:7 56.296 59169 94.017 100,244 37,176 34,169 
Western Farm Life... 385 427 67.3 75.8 30,183 33,467 52,763 59,392 27.299 30,205| Total Group ...... 4123 4335 7296 3 405,157 425,056 714,846 746,205 286,553 287,990 
**Herdsmen Edition. 19.6 13.2 132.6 124.8 15,379 10,367 103,999 7 2,938 2,399 | **February linage. 


Nemethy Co. Reorganized 


Nemethy Co. of Detroit, special- 
izing in national merchandising 
and mail advertising, has been re- 
organized and will be known as 
the Nemethy-Davis Co. George W. 
Davis, formerly vice-president in 
charge of the Detroit office of 
Young & Rubicam, has joined the 
company as executive vice-presi- 
dent. Other officers are Joseph G. 
Nemethy, president; Ralph E. Da- 
vis, vice-president and secretary. 


Dancer Agency Names Wilson 

Dancer-Fitzgerald-Sample, New 
York, has added John Wilson, pre- 
viously copy supervisor with Ken- 
yon y Eckhardt, to its copy depart- 
ment. 


Westinghouse Boosts Martin 

J. W. Martin, who joined West- 
inghouse Electric Corp. in 1925, 
has been appointed manager of 
field sales for the company’s Small 
Motor Division, Lima, O. 


‘Double Your Money,’ 


Seattle K-F Dealer 
Tells Veterans 


SEATTLE—Western Motors, local 
Kaiser-Frazer dealer, has come 
up with a promotion gimmick de- 
signed to clear out its stock of 1950 
K-F models before the new 1951 
cars are shown at the auto show 
here in April. 

Bait held out, to veterans only, 
is a “double your money” offer. 
Newspaper ads in both Seattle 
dailies and spot announcements 
tell ex-GI’s that Western Motors 
will match their insurance checks, 
dollar for dollar. 


= “For example,” the newspaper 
copy reads, “if you receive a check 
for $450 from the government, 
Western Motors will give you an- 
other check for $450 to apply on 
the purchase of a new Kaiser or 
Frazer. Whether it be $450, $550 
or whatever amount—we’ll match 
ag 

The GI insurance checks, of 
course, seldom reach those figures. 
According to P. G. Fritschen, sales 
manager of the agency, the average 
check is about $160—and many ex- 
service men tend (or are per- 
suaded) to use their money on ex- 
tras. On seven orders written the 
afternoon AA called, extras aver- 
aged more than $300 per order. 


ws Moreover, while most trade- 
ins here now run at a loss, no 
trade-in by a veteran is accepted 
unless at a price that will permit 
immediate turnover—and at a 
profit. 

The “double your money” offer 
is expected to close out all 1950 
cars on hand. Hence, an April 1 
deadline has been attached to the 
offer. 

Craig Maudsley, Advertising, is 
the agency. 


Pertection Promotes Two 


Leslie Bushfield, sales manager 
of the range and heater division of 
Perfection Stove Co., Cleveland, 
has been named general sales man- 
ager of the company. Herbert C. 
Erhard, who has headed the 
Acorn-Oriole sales division since 
it was acquired by Perfection last 
year, has been appointed to suc- 
ceed Mr. Bushfield as sales man- 
ager in charge of ranges and 
heaters. The Acorn-Oriole divi- 


sion will be integrated with the 
Perfection range and heater divi- 
sion under the direction of Mr. 
Erhard. 


GE Advances Louis Pack 


Louis P. Pack, who has been in 
charge of industrial vacuum 
cleaner sales and advertising for 
the past year, has been named sales 
manager of industrial vacuum 
cleaners at General Electric Co., 
Bridgeport, Conn. 


Corporation 
for finer 
Photo Engravings 


McGrath Engraving Corporation » 160 East Illinois St., Chicago 11, Mlinois 


We are the original McGrath Engraving Corporation 
that has been making quality color and black & 
white photo engravings for almost 40 years. 
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Columbia and ABC 
Add Video Stations 

WDAF-TV, Kansas City, and 
WTAR-TV, Norfolk, have affili- 
ated with ABC, giving the net- 
work a total of 51 stations, 48 of 
which are on the air. The latter is 
due to start operations April 2. 

WHAS-TV, Louisville, will af- 
filiate with CBS effective today 
(March 20). This station replaces 
WAVE-TV, Columbia’s outlet 
a the completion of WHAS- 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
Blanketed By The 
ELIZABETH DAILY JOURNAL 


Metropolitan high spot of New Jersey. 
. Union County market index 110. 
. Net buying income $500,876,000. 
Retail sales $253,677,000. 
ASK FOR ADDITIONAL —— FACTS 


WARD- GRIFFITH CO., INC. 
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Ad Principles 
for Reaching 
Doctors Told 


Cutter and Butterworth 
Tell Drug Makers How 
They Should Advertise 


Los ANGELES—Drug manufac- 
turers generally can step up the 
effectiveness of professional adver- 
tising and sales promotion con- 
siderably, if the physician is 
treated in a friendly manner and 
as a human being, rather than a 
“stuffed shirt,” asserted Fred A. 
Cutter, vice-president and secre- 
tary, Cutter Laboratories, speak- 


ORK | ing before the fourth annual mid- 
T 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


winter conference of the western 
section, American Pharmaceutical 
Manufacturers’ Association. 


Warning that while abandon- 
ment of the stilted approach which 
places the physician on a pedestal 
is advocated, he said overfriendli- 
ness is not. Mr. Cutter has used 
this “human” approach for some 
time, and is satisfied it works. 
There was some adverse reaction 
when it-was adopted, he admitted, 
but it does not exist now, and 
many fine friendships have re- 
sulted. 


@ On the other hand, “lady-iike” 
competition is the surest road to 
socialized medicine, he declared. 
The. most effective means of pre- 
venting it is to “make good prod- 
ucts, make them different and pro- 
mote them as hard as you can,” 
he said. 

“You’ve got to be competitive to 
get attention these days,” Mr. Cut- 
ter declared. There is nothing 
wrong with pointing out weak- 
nesses of competitive products, in 
his opinion. Under such competi- 
tion, he believes, there will be 
companies which will lose out, but 
in the long run it will work for 


better business and a healthy in- 
dustry. 

Mr. Cutter considers the most 
insidious opening phase of the 
socialist battle to be emphasis 
placed by government bureaus 
upon identical products and iden- 
tical trade practices. When an in- 
dustry reaches that point, com- 
petition consists only in prices, 
and the industry is well along the 
socialist road, he observed. 


= Supporting Cutter in the belief 
physicians must be sold by the 
principles used in all advertising, 
Bert Butterworth, editor, West 
Coast Druggist, declared: 

“If we go on the premise that 
the physician is a superior be- 
ing who is beyond the same prin- 
ciples of advertising, the same 
psychology and forces of repeti- 
tion that move the average person 
then we are through.” 

Presented by Mr. Butterworth 
was an 11-point summary of what 
he terms the weak points of medi- 
cal and professional advertising, 
with corrective suggestions. 


and PHARMACY INTERNATIONAL* 


EL FARMACEUTICO 


are helping 
138 U. S. firms 
cash in on the 


$379,000,000 


Drug and Health Products 


basis. 


ONLY McGRAW-HILL @ 


@ ABC Audited Circulation .. 
know who is reading your sales mes- 
sage and where they are located in 
your export market. 


Reaching the right people with your message in 
the big export drug. and health products market is 
no problem ... when you use McGraw-Hill El 
Farmaceutico and Pharmacy International. One 
hundred and thirty-eight U.S. manufacturers who 
are in on this vast market have found that pros- 
pects and customers are best “sold” by a business 


publication circulated on a paid subscription 


. you 


McGRAW-HILL 


BRANCH OFFICES — Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Melbourne, Tokyo 


@ A Perfect Climate for Selling 
. for specialized selling, audits of 

paid subscriptions and renewals show 

vitality and interest of readers. 


Export Market 


Why? 


high quality prospect for your product. Get your 
share of this big export drug and health business 
by getting to the right people. Phone your nearest 
McGraw-Hill representative for the facts in ABC 
and market data reports or write McGraw-Hill 
International Corp., 330 West 42nd St., New York 


18, N.Y. 


GIVES YOU... 


merchandising are 
advertisers. 


Because each subscriber has declared his 


interest in terms of hard cash and each becomes a 


@ Experience in World Business 
. . counseling, research, translations, 


* Qualifying for membership in ABC 


available to all 
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Because the physician or phap 
macist does not and cannot regg 
all the literature he receives, ag. 
vertisers should feature the prog. 
uct’s name conspicuously, 
and repetitiously, he advised, 


a Other suggestions: 

Only a few mailing pieces » 
journal ads get action due to, 
lack of selling psychology. Repetj. 
tive literature wastes the time of 
the recipient and should be 
avoided, although advertising 
tricks can be used to give a prod. 
uct a new twist. 

Timing of distribution with aq. 
vertising and detailing is bag 
Pharmacists should know of 4 
new drug before a single detajj. 
ing is made on a new product. Be. 
fore medical journal advertising 
appears, the pharmacist trade 
publications should carry the in. 


"|formation so the pharmacist js 


not embarrassed by a prescrip- 
tion requiring a drug unknown to 
him. 
Too often the responsibility, re- 
liability and scientific adequacy 
of the maker are not established in 
literature. Data concerning prod- 
uct analysis and availability should 
be on a standard size card which 
can be filed easily but usually is 
not. 


a There is too much emphasis, Mr. 
Butterworth said, on fine art, ty- 
pography and expensive stock, to 
the neglect of effective selling. 
Sampling is too liberal or too nig- 
gardly. The purpose of sampling 
is to supply the physician with 
testing material for his own obser- 
vation. However, it should cease 
when the efficacy of the product is 
known. When the sample itself is 
too small for a therapeutic use, it 
is wasted. 

Also advocated by Mr. Butter- 
worth is sampling of new drugs to 
drug stores. This sets up the drug- 
gist as a source of supply for the 
physicians detailed. When a pre- 
scription is presented and filled, 
the new drug goes into the “want” 
book, and the wholesale salesman 
takes over. 

Mailings are too general, it was 
pointed out. Specialists should be 
segregated to avoid waste of ma- 
terial in which they have no in- 
terest. 

Concluding, Mr. Butterworth 
urged more human interest, more 
warmth, more personality, more 
emotion in selling. 

“Don’t,” he urged, “treat the 
physician as if he were a corpse.” 


Two Appoint Durk Agency 


Durk Advertising Agency, White 
Plains, N. Y., has been appointed 
to direct the’ advertising of Sam- 
uel F. Pratt Associates, New Ro- 
chelle, N. Y., U. S. distributor of 
English Minibrix toy rubber build- 
ing blocks. Newspapers, magazines 
and direct mail will be used. The 
agency also has been named by 
Royal Delft Blue of Holland Inc., 
New Rochelle, Dutch pottery. 
as and magazines will be 
use 


Gets Gruen Watch Account 
Gruen Watch Co., Cincinnati, 
has retained Stockton, West, Burk- 
hart Inc., Cincinnati, to direct its 
advertising, effective with Gruen’s 
fall campaign. The agency will 
open a branch office in New York 
to handle Gruen’s television, radio 
and magazine advertising. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Blanketed By The 
HAVERHILL GAZETTE 


. World shoe making center. 
. Western Electric Co. manufacturing 


ia 


center. 

> Effective merchandising help. 

Business is good in Haverhill. 
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SOMETHING NEW—6Bruce Engineering 


Corp., San Francisco, has just intro- 
duced this Can-Pac package for canned 
beer, dog food, citrus juice and other 
products sold in multiple units. The pack- 
age consists of a cardboard web, with 
an interlocking action that presses the 
cans outward against the wrapper. The 
outside wrapper, of transparent material, 
exerts pressure in the opposite direction. 
The wrappers may be printed with brand 
names or left plain to display can labels. 
West-Marquis Inc. is the agency. 


Cory Uses Guarantee 
Copy in 1950 Coffee 
Brewer Promotion 


Cuicaco—Cory Corp. will open 
the 1950 campaign on its glass cof- 
fee brewers with a two-color page 
in the April Better Homes & Gar- 
dens. 

Copy will feature the company’s 
guarantee “against breakage of 
any kind” on brewers sold for con- 
sumer use. The guarantee first was 
used last fall. 

In addition to the copy empha- 
sizing the advantages of glass 
brewers—and the six months guar- 
antee against breakage—Cory also 
will promote its automatic coffee 
brewers. 


a The ads on the automatic brewer 
will run in Better Homes & Gar- 


Post. Two-color pages and half 
pages will be used. 

Frequency of the insertions will 
be stepped up in May and June, 
and the heaviest portion of the 
promotion will be scheduled for 
fall and the pre-Christmas season. 
Trade publications on the sched- 
ule include Electrical Merchan- 
dising, Hardware Age, House Fur- 
nishings Review and Retailing 
Daily. Total budget is in excess of 
$500,000. 
Dancer-Fitzgerald-Sample has 
the account. 


Jones Becomes Partner 

in Allen & Reynolds Agency 
Karl M. Jones, 
an . account ex- 
ecutive, has been 
made a partner 
in Allen & Rey- 


nolds, Omaha a- 
gency. He joined 
the agency in 
1944 and prior to 
that had been ad- 
vertising man- 
ager of Standard 
Oil Co. of Ne- 
braska. 

Other partners in Allen & Rey- 
nolds are Earl H. Allen, who 
founded: the agency in 1931, and 
Milton H. Reynolds, who joined the 
agency in 1932 and became a part- 
ner in 1940. 


CHARLESTON 


WEST VIRGINIA 


Charleston, The Largest City in West 
Virginia Is Blanketed By 
vas CHARLESTON DAILY MAIL 
1. The — A aed Charleston's only evening 
newsp 
2. The Daily. “Mail leads in city circulation. 
8. The Daily Mail leads in retail food ad- 
vertising. 
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Japanese Manufacturers Must Advertise, 
General MacArthur Tells Irwin Vladimir 


Tokyo—Gen. Douglas MacAr- 
thur is convinced that Japanese 
manufacturers will have to adver- 
tise their products in the United 
States if they wish to sell their 
goods in America. 

He expressed this opinion a week 
ago to Irwin Vladimir, president 
of Irwin Vladimir & Co., now 
visiting here on a _ three-month 
business trip around the world. 

Mr. Vladimir discussed Japanese 
business conditions with the Su- 
preme Commander of the Allied 
Powers in Japan, who told the 
New York advertising executive 
that the Japanese are very anxi- 
ous to have American capital in- 


vested here and that they are pre- 
pared to make the conditions fi- 
nancially attractive. 

Gen. MacArthur believes the 
ultimate prospect for American 
business in Japan is good, Mr. Vla- 
dimir said, and pointed out that 
Japan is cutting down her national 
debt, is improving her financial 
position and has a fine labor po- 
tential. Her immediate problem, 
MacArthur said, is the develop- 
ment of international trade. 


Coe Agency Names Binning 
Smith S. Binning has been ap- 

pointed account executive in 

charge of the new radio and tele- 


vision department of Coe Adver- 
tising Agency, Syracuse, N. Y. 


Hygrade to Sponsor ‘Detroit 
Tigers in Training’ 

Hygrade Food Products Corp., 
New York, has purchased the 
WXYZ-TV show “Detroit Tigers in 
Training.” The program will be 
telecast five nights a week, be- 
ginning March 27. Doyle Dane 
Bernbach, New York, is the agency. 

In addition to giving a daily}; 
report on the Tigers in training in 
Florida on film, the show will fea- 
ture baseball stars in how to play 
the various positions. 


Etheredge Promoted 

William C. Etheredge, manager 
of the market development divi-|s 
sion, has been named general staff |p 
manager of the general sales de- 
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partment of United States Steel 
Supply Co., Chicago, effective April 
1. He succeeds Eugene G. Sheasby, 
who has been named assistant dis- 
trict manager of the company’s 
Pittsburgh warehouse. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 


tog 4 HURON TIMES HERALD 
Port Huron is one of Michigan's Key 
Cities over 58,000 population. 

2. Buying center for the Thumb and River 
District. 

3. Diversified Industry and Farming. 
SEND FOR Our PORT HURON ~~ FOLDER 


WARD- GRIFFITH cO., INC. 


"SEND FOR OUR CITY ZONE POPULATION FOLDER 


Ever dream about a magazine ad that rated 100% for “Noted”— 
“Seen Associated”—“Read Most”? Ever dream about a show 
that had a 100% Hooper rating? Pinch yourself. 

Wake up to advertising that has both a sky-high “Starch” and a 
sky-high “Hooper”—advertising that sells both through the eye and 
through the ear—Spot Movie ads in theatres. 


Spot Movie ads command virtually 100% attention of the eyes 
and ears of the movie audience because they are like a short feature 
in the theatre’s regular program. By sight, sound, action, 
in color or black and white, they demonstrate your product — 
dramatize its advantages to a relaxed, receptive audience — 
at a low average cost per thousand movie goers. 


Get all the facts about Spot Movie ads in theatres. 
Find out why such advertisers as General Electric, Westinghouse, 


Ford, National Biscuit Company are using this medium. 
Phone or write Movie Advertising Bureau today. 


NATIONAL OFFICES 
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Decals Offered for one-third pages in the Portland 


Oregon Journal, Seattle Times, 
d ; Spokane Spokesman-Review and 
Nalley s Potato Chips Tacoma News-Tribune. In addi- 
TacoMa, WasH.—A_ pre-Easter| tion, 450-line b&w ads are carried 
campaign for Nalley’s potato chips|in 35 dailies of Washington, Ore- 
has been opened in 39 newspapers | gon, Idaho and Montana. Selective 
of the Pacific Northwest, built|radio is used on Mutual and CBS 
around the premium offer of a| Outlets in major markets. 
sheet of 18 fluorescent Easter egg| Condon Co., Tacoma, handles 
decals. The decals are sent for a|the account. 
otato chip package front and 10¢. 
The promotion uses four-color Mutual Offers Baseball 
for Co-op Sponsorship 
Mutual Broadcasting System’s 
ROCKY MOUNT major league “game of the day” 
. baseball series will be made avail- 
NORTH CAROLINA able to its stations for cooperative 
One Of The Nine Largest Cities In sponsorship, The six-a-week series 
werth Casctine Manketes Sy will start April 18. The games may 
The Evening & Sunday Telegram |}. carried by 350 stations, whose 
A modern industrial city, largest east of coverage does not reach major 


Raleigh and north of Wilmington, offering 
a field rich in Agriculture, Manufacturing, league cities. 


Tobacco Culture & Marketing. Frank White, Mutual president, 
SEND FOR OUR STANDARD MARKET DATA BOOK | suggested that iocal sponsors could 
Nationally Represented by back the sports events in two ways 
WARD-GRIFFITH CO., INC.|—by sponsorship of the complete 
Park Lexington Bullding........... NEW YORK|games or by purchase of an- 
Bese, Motors Buliding............_DERRONT Rouncements at the end of innings. 
Statler Office Building................ BOSTON “Ta ent” costs for a complete game 
fun puliding. ......... BAW FRANCISCO |to a local advertiser will be equal 


SEND FOR OUR CITY ZONE POPULATION FoLDER | to the evening network rate. 


WELCOME—Robert J. Wright (left), Hawaiian traffic manager of Northwest Airlines, 
greets John P. Cunningham, executive vice-president of Cunningham & Walsh, 


and Gordon Maclaren, account executive on the airline's account. The New 


York 


agency men were in Hawaii to plan advertising for Northwest's overnight service from 


New York. 


Lyon Gets Allen Account Glas-Kraft Appoints Snow 
Allen Metal Products Co., New} Glas-Kraft Inc., Lonsdale, 


R. 1, 


York, manufacturer of bathroom | manufacturer of waterproof, glass- 


accessories, has appointed S. Duane| reinforced paper laminant, 


Lyon Inc., New York, to handle|placed its advertising with 
advertising in consumer magazines. ! Snow Inc., Boston. 


has 
Cory 


important classification! 


advertisers have discovered the 
way to reach more of its food 
buyers (as well as drug buyers, 
auto buyers, and buyers in 
general) is through the pages of 
Florida’s leading newspaper -- 
The MIAMI HERALD. 


JOHN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, National Reps. 
A. S. GRANT, Atlanta 

Affiliated Stations -- WQAM, WQAM-FM 


First in the nation in total food advertising for 1949! 
The only morning newspaper among the eight leaders in this 


Which suggests Greater Miami is one of the nation’s 
busy super, food markets. And that both local and national 


Che Miami Herald 


MIAMI--An International Market 


Peta aes 
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TV Lifts Students’ 
Grades in Texas But 
Lowers Them in N. J, 


Cuicaco—Watching a televigigy 
set here in Fort Worth helps high 
school students raise their gradany 

However, high school TV gam 
dicts in Roselle, N. J., are Setting § 
poor report cards, and school aim 
thorities blame it on television, 

This paradox came to light Igy 
week as results of two studies ™@ 
the effect of television on study J 
habits were released. 

Ira Cain, television editor @ 
the Fort Worth Star-Telegram 
made the Texas study, using 1@ 
junior high school and high schog 
students. About 20% of the stm 
dents had TV sets. Of the students } 
with video receivers, 60% raigag § 
their grades over the previoug 
year, 

The remaining 40% had lowa® 
grades than a year ago. But the ® 
60% of the TV viewers raised the @ 
grades more than the 40% lowereg 
theirs. 


= In Roselle, N. J., the grades of 
high school students who watchi™ 
television programs regularly have 
dropped more than 15% since thell 
pupils began viewing TV shows. 

The Abraham Clark High School 
in Roselle has 900 students, 310 
of whom have sets in their homes 
or watch programs regularly in | 
neighbors’ homes. 

Two teachers, who made the 
study, took two groups of 25 pupils 
each. One of the groups was com- 
posed of TV fans, the other of non- 
viewers. The groups were selected 
so that pupils in the two panels 
had approximately the same IQs, 


| ts “rs | 


= Results: Pupils without tele- 
vision sets averaged 19% better 
grades than the students who 
watch TV regularly. 

The investigation also turned up 
the following conclusions: 

1, About 78% of the students 
who watch television more than 
25 hours weekly now have poorer 
grades than they did before they 
had video. 

2. Only 14% of the students who 
spend ten hours a week or less in 
front of the TV screen have lower 
grades than they did before tele- 
vision came in. 

3. Younger students spend more 
time watching video programs than 
do older students. Seventh grade & 
pupils spend an average of 31 
hours weekly watching television, § 
while 12th grade students spend § 
an average of 19 hours. ] 

4. Television viewing apparently 
hurts the grades of younger stu- 
dents more than older students. 

5. Boys spend more time looking 
at the screen than girls. 

6. Grades of boy viewers have @ 
fallen more than those of girl 
viewers. 


McVey Joins ‘Christian Herald 

William McVey Jr., formerly 
with Radio Features Inc., and 
B. B. Productions, has joined theg 
eastern sales staff of the Christian 
Herald 


tw ioe 2 


Marie Designer to Casmir 

Casmir Advertising Co., New 
York, has been named to handle 
the advertising of Marie Designer 
Inc., Hollywood. 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed By The 


SHEBOYGAN PRESS 


. Sheboygan is one of Wisconsin's key cities 
over 50,000 population. 

2. Home of Prange’s, world’s largest de- 
partment store in a city the size of 
Sheboygan. 

3. Diversified Industry. 

SEND FOR OUR SHEBOYGAN MARKET FOLDER 
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NEW Subscription. Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
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pertising Age, March 20, 1950 


ON SOME of the doors, oppor- 
ity need only tap once, lightly. 
he man on the other side, if he 
derstands public and industrial 
slations, takes it from there. 
Here’s how a foundry in Wis- 
pnsin took advantage of an op- 
bortunity to cultivate its employer- 
mploye relationships: 

Late in 1948, the Malleable 
ounders’ Society undertook the 
preparation of a moving picture 
io show the importance of malle- 
ble iron. The film, planned for 
public showings as well as for 
dustrial groups, was produced 
by Roland Reid studios and most 
pf the foundry scenes were shot 
t the Racine, Wis., foundry of 
he Belle City Malleable Iron Co. 
Thirty employes of the foundry 
ook part in the picture. 


» The plant bulletin boards (Belle 
City has probably the best local- 
zed bulletin board program in the 
fountry) were utilized from the 
gutset, first to invite full coopera- 
tion with the studio on the part 
af all employes, and second to in- 
form them that the finished pic- 
ture would be shown to employes 
and their families as soon as pos- 
sible. 

One immediate result of the ap- 
peal for cooperation, according to 
the studio, was this: Not one re- 
take was required through the 
failure of an employe to follow in- 


from an irresistible urge to “mugg” 
the camera, as any seasoned plant 
photographer will testify.) 

When the film was ready, the 
company took over a local film 
theater for an evening and put on 
two showings for employes, their 
families and friends. The house 
was filled for both showings. 
Some weeks prior to the affair, 
the foreman of the company’s pat- 
tern shop designed and cast a 
bronze “Oscar” for each of the 
thirty employes shown in the film. 
These were presented in on-stage 
ceremonies by the company’s pres- 
ident, C. S. Anderson. 


m The event was photographed, 
and prints put on the bulletin 
boards around the plant. The com- 
pany’s employe publication, “Foun- 
idryways,” featured the affair and 
copies were distributed through- 
: out the community. The local 
; newspaper, the Journal-Times, 
covered the function with a good 
advance story and a followup. 

There are perhaps three points 
to bear in mind about the Belle 
City affair: 

1. It was not staged by a large 
company with a vast treasury—the 
company employs around 850 
people, and the whole company 
program was developed within its 
= walls, sparked by Personnel 


‘Director E. O. Jones. 

2. Because the company had a 
Sound, accepted device of com- 
munication in its bulletin boards, 
it was able to enlist cooperation 
and to keep employes informed of 
developments. 

3. The company recognized an 
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THE SALISBURY POST 

The Salisbury market is:— 

lst in per capita Retail Sales 

8rd in per capita Drug Sales 
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Employe Communications 


How to Win Friends Among Your Workers 


By Rosert Newcoms and Marc SAMMONS 


structions. (Plant employes suffer 


opportunity to reach out to all its 
employes with a friendly, inform- 
ative message stressing the im- 
portance of the work the employes 
do. 


Brand Names Day, Panel 
Discussion on April 5 


Brand Names Foundation has 
designated April 5 as Brand Names 
Day when there will be panel dis- 
cussions of “the case for brands 
and advertising” at the Waldorf- 
Astoria Hotel in New York. H. 
James Gediman, regional manager 
of Hearst Advertising Service, is 
serving as chairman of the pro- 


gram. 


DuMont Starts New TV Show 
for Potato Chip Companies 


“Jamboree,” a new television 
show with a square dance contest 
as the main feature, made its 
debut over the DuMont network, 
March 19, under a _ cooperative 
sponsorship. The show, originating 
from WGN-TV, Chicago, Sundays, 
8-9 p.m., CST, is sponsored 
locally by Special Foods Co., Chi- 
cago, for Jays potato chips. 

DuMont plans to sell the show in 
seven other markets but only to 
potato chip concerns. Kaufman & 
Associates, Chicago, is the agency 
for Special Foods and producer of 
the show. 


Appoints Ellington & Co. 
Philadelphia Leather Goods 
Corp., manufacturer of White Star 
luggage, has appointed Ellington 
& Co., New York, to handle adver- 
tising of its line of White Star 
luggage. No media schedules have 
been set. Fashion Advertising Co. 
formerly handled the account. 
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WE WILL HELP YOU 


make sales in a few wealthy selected markets. Ask us for informa- 
tion about those markets and their newspapers which we represent 
in the following states: 


FLORIDA MASSACHUSETTS NORTH CAROLINA VIRGINIA 
GEORGIA MICHIGAN OREGON WEST VIRGINIA 
IDAHO MINNESOTA PENNSYLVANIA WISCONSIN 
ILLINOIS NEBRASKA RHODE ISLAND CANADA 
INDIANA NEW JERSEY SOUTH CAROLINA 


We maintain a well balanced, efficient sales organization offering a 
top flight, nationwide national advertising selling service. 


WARD.-GRIFFITH CO., INC. 


Park Lexington Bullding...........-s+sseeeeeees Plaza 5-7028.......cccececesceececece NEW YORK 
Wrigley Building... ........ssscceeeeeeeeeeeeeee Superior 17-2485 ...........ceeeeeneeenes CHICAGO 
General Motors Building...............seeeee8. Trimity 38-6365. ......ccccccccecrecccsees DETROIT 
Statler Office Buillding..............+ssseeeeeee Liberty 2-5660........s.sseeeeseneeeeesee BOSTON 
BB Marietta Strect.........ccccccccesccvcsvece bg Be 4 gee ccccceeneeeooeesoecece ese ATLANTA 
Russ Building. ..........6..ccecccecseececeeesss RUMOR 2-GO2B.....cceeeeeeceeees SAN FRANCISCO 


FIRST IN 1883—the 
first Atlanta Journal 


FIRST IN 1887—with 
a Woman's page, fore- 


FIRST IN 1894 —as 
the first Southern 


comes off the press 67 runner of today’ * por. newspaper to organize 
years ago, eb. 24, ular Women’s ews the Southern United 
1883. Section. Press. 


FIRST IN 1934—with 
a weekly Food Sec- 
tion—started by Mrs. 
S. R. Dull, now edited 
by Grace Hartley. 


FIRST IN 1935—with 
Georgia’s first Asso- 
ciated Press Wire- 
photo service. 


FIRST IN 1944—with 
Journal Editor Wright 
Bryan’s first eye-wit- 
ness broadcast of the 
Normandy invasion. 


FIRST IN 1912—with FIRST IN 1922—with 
the South’s first lo- the South’s first news- 
cally edited Sunday geper- -owned Radio 
Magazine. tation—WSB. 


FIRST IN 1901 —to 
bring Journal readers 
Specialized Sports 
Reporting. 


FIRST IN 1947—with | 
the South's first giant 


FIRST IN 1945—with 
Air Express delivery 
to Augusta and Sa- 
vannah. 


FIRST IN 1945—with 
The Journal’s own 
Colorgravure Sunday 
Magazine. 


“Big Bertha” tele- 
scopic-lens Sports 
Camera. 


67 years of being FIRST 


The 24th day of February, 1950, marked the 
67th anniversary of publication of The Atlanta 


Journal. It was an occasion which pointed to 


a long period of service to Journal readers. 
Among the first duties assumed by this news- 


paper was the obligation of leadership .. . 
the responsibility of being FIRST in every 
worthwhile objective. 

Looking toward the future, in the second 


FIRST IN 1948—with 
Facsimile transmis- 
sion of news and pic- 
tures. 


FIRST IN 1948—with 
Television. 
newspaper-owned TV 
station on air in 


half of this century — The Atlanta Journal 
renews its pledge of stewardship: 

To continue publishing a newspaper eager 
in its efforts to serve ... remaining free to 
do what is needful and right, maintaining 
every obligation of leadership, determinedly 
progressive and devoted always to the best 
interests of the people of Atlanta and Georgia. 
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Che Atlanta Zournal 


“Covers Dixie Like the Dew” 


Represented by O‘/MARA & ORMSBEE, Inc. 


FIRST IN 1948—first 
Sunday newspaper in 
the South to exceed 
300,000 circulation. 


First 


South. 


FIRST IN 1950—with 
Color Television, sur- 
gical operation oe 
cast over WSB-T 


FIRST IN 1949—with 
South’s fastest, larg- 
est presses —- deliver- 
ing up to 50,000 copies 
per hour. 


FIRST IN 1949—with 
26,000,000 lines of ad- 
vertising, Atlanta’s 
greatest volume of 
advertising linage. 
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Sears’ TV Spots to Be 
Used in Several Cities 

Sears, Roebuck & Co., Chicago, 
reports that early results from use 
of one-minute television spots have 
been effective. The company 
started using the spots in Chicago 
on Feb. 4, after they had been used 
successfully by Sears stores in Los 
Angeles. 

Twenty-four of them are sched- 
uled for three Chicago TV stations 
(WENR-TV, WGN-TV and 
WNBQ) in March. Each spot fea- 


DAYTONA 
BEACH 


FLORIDA 

Florida's Year "Round Resort Blanketed By 
THE DAYTONA BEACH NEWS-JOURNAL 
a == Beach is a large market having: — 

. Over $46,000,000 effective buying income 

2 Over $36,000,000 retail sales 

. A quality market index of 121 
sen FOR OUR ABVERTISERS’ MERCHANDISING PLAN 
Represented 


WARD wn. Co., INC. 


Lexington Building........... NEW YO 
Wrists PPP CHICAGO 
General Motors ee: . DETROIT 
Statier Office Building................. 8 
22 Marietta Gtreet.................... ATLANTA 
Russ Building ............... CL 


ding FRAN 
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Theory on Repeat Business 


The secret of success, I’ve found, 
- Is not to let your public down. 

Undertakers, for example, 

Should provide an ample sample 

Of this unsound business tack— 

Their customers will not come back! 
JOHN H. SUTTNER, 
Keck-Franke Advertising Agency 
Oconomowoc, Wis. 


tures Scotty Sears, a puppet, plus 
one Sears line—Craftsman tools, 
Allstate tires, etc. Sears stores in 
Cleveland, Detroit, Houston and 
Salt Lake City also plan to use 
them. Roche, Williams & Cleary, 
Chicago, is the agency. 


Appoints Einhorn Agency 
Addressing Machine & Equip- 
ment Co., New York, has appointed 
Edward Einhorn Inc., New York, 
to handle advertising in news- 


TON | papers, business publications and 


by direct mail. The account for- 
merly was placed direct. 


Sutcliffe Joins Printer 

Rogers-Kellogg-Stillson, New 
York, printer and lithographer, has 
added Peter J. Sutcliffe, formerly 
vice-president and general sales 
manager of Royer & Roger, to its 
executive staff as a sales repre- 
sentative. 


Neo-Quest Retains Ramsdell 

Lee Ramsdell & Co., Philadel- 
phia, has been retained to handle 
the advertising of Neo-Quest 
Chemical Co., Philadelphia man- 
ufacturer of dental products. Den- 
tal journals will be used. 


Dictograph Names Atherton 

Atherton Advertising Agency, 
Los Angeles, has been appointed to 
handle national radio advertising 
for Dictograph Products Inc., New 
York. Use of television in Los 
Angeles is planned for April, as 
a test for promotion of the new 
“Nothing-in-the-Ear” hearing aid. 
Radio spots will be scheduled in 30 
major markets. John Churchill has 
just joined the Atherton agency to 
head up its new business de- 
partment. He was formerly an ac- 
count executive with Ryder & 
Ingram, Oakland, and before that 
a Young & Rubicam in New 

or 


Promotes Sun Glass Week 

L. J. Houze Convex Glass Co., 
Point Marion, Pa., supplier of 
colored glass lenses to the sun 
glass industry, will promote Sun 
Glass Week, June 26-July 2 with 
a combined advertising, merchan- 
dising and publicity campaign 
based on research emphasizing 
the safety problem caused by 
effects of glare on unshielded 
eyes. Grant Advertising and Hill 
& Knowlton, public relations coun- 
sel, New York, are in charge. 


Modern Presses 


Demand 


Modern Paper .. : 


Today’s presses call for papers that will give 


thousands of printers and paper buyers specify 


uniform performance—day after day—that’s why 


Champion brands by name. 


You're Sure .. . When You Choose Champion 


You know what you're getting when you specify 
paper by name. When it comes to selecting an eco- 
nomical utility enamel, make your choice Hamilton 


Enamel. It gives you a fine printing surface and 


maximum press performance every time. 


HAMILTON, OHIO 


At left: New ATF Kelly 
Three letterpress man- 
‘actured by American 
‘ype Founders. 


CHAMPION’S GREAT LINE 


OF ENAMEL BOOK PAPERS 


Each carefully inspected and 
sorted, 


SATIN PROOF ENAMEL 


The finest printing enamel made. 
Specify this quality paper. 


HINGEFOLD ENAMEL 


Recognized as the finest folding 
enamel on the market. Making 
orders only. 


SATIN REFOLD ENAMEL 


A superb enamel book .. . a fa- 
vorite with printers everywhere. 


HAMILTON ENAMEL 
A utility sheet which meets every 
requirement of the average print- 
ing job. 


Advertising Age, March 20, ji 


Phonevision, Color 
TV Will Set Up New 
Caste System: Meck 


PLyMourTH, IND. —Phonevisig, 
and color television will 
about an American caste sy, 
according to John Meck, heady 
John Meck Industries, televigig 
set manufacturer. 

In a letter to Wayne Coy, chai. 
man of the Federal Communig, 
tions Commission, Mr. Meg 
charged that FCC decisions on th} 
two questions will determin 
whether television “shall 
serve the fullest interests of all th 
people or be diverted and dip 
torted to widen the gaps that keg 
our people from living in full hay. 
mony. 

“The decisions, in short, will de. 
termine whether television shajj 
belong to all Americans or shall 
become a rich man’s hobby.” 


= Phonevision, said Mr. Meck 
“would establish a caste system 
in television—one scale of pro 
gramming for those who can afford 
to pay ‘admission’ and, therefore, 
already have a wide range of 
amusement at their disposal; the 
other scale of programming, fare 
not attractive enough to be ‘sold’ 
to the audience, for those who can- 
not afford to pay. 

“Inevitably, there will be a di- 
vision in the quality of programs 
between the haves and the have- 
nots that will be a dangerous re- 


_| version to undemocratic methods.” 


@ Regarding color television, Mr. 
Meck asserted: 

“An impetuous decision on this 
question, just to serve the dis- 
ciples of haste, will be equally 
dangerous.’ Technicians agree, he 
said, that color will increase the 
cost of receivers and the cost of 
broadcasting. 

“This means that the tremendous 
progress being made by this in- 
dustry toward bringing television 
within reach of everyone will be 
arrested. The trend will revert to 
keeping television in the high- 
income brackets. At best, there 
will be another form of caste sys- 
tem—color television for the well- 
to-do and b&w for the majority.” 

He argued that television is more 
than an added medium of commu- 
nication and entertainment. “I see 
it as potentially the greatest force 
for true democracy since the con- 
cept of free public education was 
adopted,” he said. 


Kratt Drops Radio Show 

Kraft Foods Co., Chicago, will 
drop its “Marriage for Two” day- 
time radio serial on March 31. The 
show is aired on NBC Monday 
through Friday at 9:30-9:45 a.m., 
CST. Advertising funds formerly 
allocated to the show will be spent 
on printed media, primarily news- 
papers. The competitive situation 
today, according to company offi- 
cials, calls for quicker results, es- 
pecially in less populous areas. J. 
Walter Thompson Co., Chicago, is 
the agency. 


Ormsbee & Gilbert Satitititied 


Bileo Co., New Haven, Conn. 
manufacturer of cellar doors, has 
appointed Ormsbee & Gilbert, Mil- 
ford, Conn., to handle its adver- 
tising. Consumer and trade publi- 
cations will be used. 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Blanketed By The 
NEW BERN SUN-JOURNAL 


We will help you merchandise your campaig® 
in the Sun-Journal to reach the $21,000,000 
effective buying income of New Bern. Test 
your campaign in the New Bern market. 


REQUEST MORE PACTS—ADVERTISR WH NEW BERN 
pay meet GRIFFITH cO., INC. 


& Lexington A cadanesass YORE 
Wrisley MEE oc ccccccccccccccecces CHICAGO 
General ‘Motors Duilding. .. DETROIT 
Statler Office Bi ..» BOSTON 
223 Marietta Street.................... ATLANTA 
Russ Building ............... SAN FRANCISCO 


——— 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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t nouncement campaign in Decem- 


‘NEW-IMPROVED’—Climalene Co., Can- 
ton, O., is introducing this new 3 l|b., 
6 oz. package of its detergent for use 
in automatic and regular washers. The 
new size, which was store tested late in 
‘49, is going to grocers in 30 states. 


Magazine Drive 


Opened on JH 
Refrigerators 


CuicaGco—International Harvest- 
er Co.’s campaign for its 1950 
“femineered” refrigerators picked 
up speed this month as a four- 
color spread broke in The Satur- 
day Evening Post. 

The magazine promotion will 
continue with a color spread in 
Life, followed by pages in Better 
Homes & Gardens, Good House- 
keeping, -Ladies’ Home Journal 
and other service magazines. 


s International Harvester’s pro- 
motion and the copy appeals are 
based on almost five years’ re- 
search, planning, designing and 
testing of the new IH line. 

In 1945, the company sponsored 
studies by independent research 
organizations to determine what 
women wanted in a refrigerator. 
Homemakers were queried on pre- 
ferences as to size, arrangement, 
finish and price, before any design 
work was undertaken. 

As a result of the surveys, IH 
built and sold 7,000 pre-production 
models of a refrigerator incorpor- 
ating many of the features desired 
by the respondents. The 7,000 re- 
frigerators were sold through es- 
tablished dealers in selected areas 
at regular prices, and then checked 
on performance by company en- 
gineers and service men. 
Customer reactions were weight- 
ed heavily in making modifica- 
tions. New mockups were built and 
demonstrated to panels of women 
at the Evansville plant. Final re- 
sult was the new 1950 IH line of 
refrigerators, introduced last No- 
vember. 


a A series of newspaper adver- 
tisements were used for the an- 


’ ber, and newspapers are expected 
to carry the burden of the 1950 
promotion. Most of the insertions 

| will be placed on a 50-50 coopera- 

| tive basis. 

Ads in the magazine phase of 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,310 
Effective buying income $105,170,000 
City circulation coverage 112% 
An ideal test market for your product 
WE WILL COOPERATE—ASK FOR INFORMATION 
i liy R Pp ted By 


WARD-GRIFFITH CO., INC. 


Russ Building 


the campaign, now under way, will 
emphasize the extensive consumer 
research, using the general theme, 
“IH refrigerators are femineered. 
Women dreamed them...home 
economists planned them.” 


es International Harvester reversed 
the usual procedure of first in- 
troducing new appliances in urban 
areas. Since most of the established 
IH dealers are located near farm 
markets, first advertising was an- 
gled for rural residents and resi- 
dents of farm market centers. 

Now that the refrigerator dis- 
tribution in cities is being per- 
fected, magazines are being used to 
tell the IH story, in conjunction 
with the continuing newspaper 
drive. 

All leading farm publications are 
on the 1950 schedule, as are im- 
portant appliance and electrical 
dealer publications. In addition, the 


company is offering dealer pro- 


motion kits, with mats, point of 
sale material, recipe booklets and 
other literature. 

Aubrey, Moore & Wallace directs 
the refrigerator advertising. 


Prepares Insurance 
Advertising Booklet 


The Standard of Detroit Group 
of Insurance Companies has pre- 
pared a booklet for its agents on 
effective insurance agency adver- 
tising. 

The booklet, called “A Guide 
to Effective Insurance Advertis- 
ing,” covers the use of a variety of 
advertising media including in- 
stitutional advertising, direct mail, 
newspaper advertising, window 
displays, leaflets, sales letters, etc. 


Collingwood Picks Silver 


Collingwood Hotel Corp., New 
York, has named Jean Silver, for- 
merly assistant manager of Hotel 
Duane, as sales promotion man- 
ager. 


Toni Adds 5-Minute Show 

Toni Co. will sponsor a new 
Monday-through-Friday five-min- 
ute program featuring Carol Doug- 
las, fashion and beauty consultant, 
starting March 20. The show will 
be aired over ABC at 12:25-12:30 
p.m., EST. Miss Douglas moves 
into the spot now occupied by 
Westinghouse’s Ted Malone, who 
has been dropped as of March 16. 
Toni also sponsors 15 minutes of 
Arthur Godfrey’s morning ABC 
show and two CBS shows, “Give 


and Take” and “This Is Nora 
Drake.” 
Tea Bureau Promotes Booth 


James J. Booth, advertising and 
promotion manager, has been ap- 
pointed director of advertising and 
merchandising of the Tea Bureau 
Inc., New York. 


Michel-Cather Boosts Flecke 


W. Norris Flecke has been pro- 


moted to production manager of | Russ 


Michel-Cather Inc., New York. 


51 


Kimball Opens Own Oftice 


Maurice A. Kimball has resigned 
as Los Angeles manager of Bob 
Wettstein, publishers’ representa- 
tive, to open his own office at 
4163 W. Third St., Los Angeles. 
He will handle consumer and trade 
publications. A branch office in 
we Francisco will be announced 
ater. 


PATERSON 


NEW JERSEY 
8rd City In New Jersey Covered By 


THE PATERSON CALL 
In 1949 the Morning Call carried more than 
7,000,000 lines of local advertising. Depart- 
ment Stores and national chain food com- 
panies know, from long experience, the 
people of Paterson read and are influenced 
by their advertising in the Call. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
WARD-GRIFFITH CO., INC. 
gton Building NEW YORK 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


a 


LP a 


*Ask the GRIT representative 
for the GRIT Reader Survey 


Five Times 


More Sales 


than any other brand 
for one Spark Plug Advertised in GRIT 


One brand of Spark Plug, consistently advertised in GRIT, is 
bought by 65% of GRIT-reading families . . . has five times more 
sales in the GRIT Market than any other brand. | 


There’s a decided preference among GRIT families for branded 
products appearing in the advertising columns of GRIT... an 
Automobile, $8,855,000 increase in sales—another Automobile, 
31% increase in sales—a Truck, 21% increase in sales. 


Three million weekly readers of GRIT, in 16,000 True Small Towns, 
make up the lucrative GRIT Market. They prefer GRIT. . . and 
they show a high degree of loyalty to its advertisers.* 


These families are larger than average .. . with good spending 
power that results from steady income. 80% own Automobiles, 
85% buy Tires, 22% own Trucks, 85% buy Oil, 86% buy Gasoline, 
77% buy Anti-Freeze. 


GRIT sells for its Advertisers . . . it can sell for you! 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 
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52 
To ‘National Geographic’ 


Paul V. Hanson, formerly adver- 
tising director of Everywoman’s 
Magazine and recently sales man- 
ager of Storecast Corp., has joined 
the New York advertising staff of 
National Geographic. 


WERE Appoints Rambeau 


William G. Rambeau Co, has 
been named national representa- 
tive of Station WERE, Cleveland. 


FREMONT 


NEBRASKA 
The State’s Fastest Growing Market 
Blanketed By The 


FREMONT GUIDE & TRIBUNE 
A fast growing market means action, sales 
and large profits. Fremont, dominant as an 
industrial city, is growing at a terrific rate. 
Advertise and sell in Fremont. The Guide & 
Tribune gives more for your advertising 


*ReQuest MORE FACTS—ADVERTISE A, FREMONT 
WARD-GRIFFITH CO., INC. 
NEW YORK 


Park Lexington Building 
Wrigley Building 
General Motors Building. 
Statler Office Building... 
22 Marietta Street....... 
Russ Building ............... SAN 
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12% Reply on Shirtboard Ads 


The first use of advertising on 
laundry shirtboards in Cleveland 
has brought a return of 12,000 cou- 
pons out of 100,000 or a 12% re- 
turn, according to 11 Cleveland 
Buick dealers who are using the 
shirtboard to promote a contest in 
conjunction with the advertising 
experiment. 


Kellogg Opens Branch 


Edward S. Kellogg Co., Los 
Angeles agency, has opened a 
Portland, Ore., office at 543 S. W. 
Third Ave., with Rollin Killoran 
im charge. Mr. Killoran was form- 
erly general manager of Robert 
H. Clark Co., Los Angeles, man- 
— of toiletries and cutting 
tools. 


Appoints Palm Agency 


Charles Palm & Co., Hartford, 
Conn., has been retained to handle 
the advertising of Radiant Base- 
board Panels Inc., which recently 
moved to 27 Charles St., New 
Britain, Conn. The company man- 
ufactures Radiant’ Ray brand 
baseboard heating. 


Labor Productivity 
and Relations Have 
Improved in Year 


New York—A survey on labor 
productivity and labor relations 
in industry has just been com- 
pleted by Mill & Factory, a Con- 
over-Mast publication, which 
shows that labor productivity is 
as high or higher than it was last 
year, and that relations between 
management and labor for the 
most part are better than be- 
fore the war. 

The survey was made among 
1,000 manufacturing companies of 
all types and sizes. About 350 re- 
plies were received. 

Twenty-nine per cent of the re- 
spondents claim that productivity 
in their plants is now higher than 
it was before the war; 37% re- 
port that it is higher than it was 
a year ago; and 91% replied it is 
as high as it was a year ago. 

Foremen now consider them- 


selves more a part of manage- 
ment, according to 74% of the 
replies; 32% said that manage- 
ment-labor relations are better 
than they were before the war; 
but 86%said that the monopolistic 
power of labor should be curtailed 
by the government. 


Butler Agency Adds Five 

Butler & Associates, Mendota, 
IIL, has been appointed to handle 
advertising, public relations and 
sales counsel for five manufactur- 
ers. They are: Corson Bros., In- 
dianapolis, maker of Soil Surgeon, 
Seedmaster and other agricultural 
equipment lines; Kington Mfg. Co., 
Roseville, Ill., maker of Terrace 
Disc, farm implement; Little Giant 
Products Inc., Peoria, automotive 
equipment; Stow-A-Way Co., Au- 
rora, Ill., manufacturer of electric 
iron storage holders; and Wire 
Winder Mfg. Co., Mendota, maker 
of tractor wire winders. 


Joins McDougall-Butler 

Frank C. Penl has been ap- 
pointed sales manager of transpor- 
tation finishes for McDougall-But- 
ler Co., Buffalo. 


“He didn’t know that the newspaper Solid Cincinnati reads is 
The Cincinnati Enquirer”’ 


” 


The Cincinnati Enquirer has the largest circulation of any Cincinnati 


newspaper, daily as well as Sunday. 


(Represented by Moloney, Regan and Schmitt, Inc.) 


*Indicates first listing in this colump) 
March 27-30. Canadian Association y 


Broadcasters, annual convention, 
General Brock, Niagara Falls, Ont, 

March 28-31. Premium Advertising jy 
sociation of America, 17th annual §, 
tional premium buyers exposition a 
conference, Stevens Hotel, Chicago, 

March 29-31. Association of Natigy 
Advertisers, annual meeting, The Hom. 
stead, Hot Springs, Va. 

March 30-April 1. American Assgq. 
tion of Advertising Agencies, annual mm 
ing, Greenbrier, White Sulphur Spring, 
w.v 


a. 

March 31-April 1. Association of § 
tional Advertisers and American Assog. 
tion of Advertising Agencies, joint meg 
ing, the Greenbrier, White Sulphy 
Springs, W. Va. 

April 11-12. Annual symposium and q, 
hibit, Point of Purchase Advertising }. 
stitute, Waldorf-Astoria Hotel, New You 

April 12-19. National Association ¢ 
Broadcasters, 28th annual conventigs, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Py 
lishers Association, annual conventig, 
Waldorf-Astoria, New York. 

May 3-4. Associated Business Publig. 
tions, annual conference, Drake Hotd 
Chicago. 

May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo. 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th 1 conventi Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 9-11. Central regional meeting, Na 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct, 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

*Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


Cahill Leaves Coleman 


John J. Cahill, president of W. F. 
Coleman Co., publishers’ represen- 
tative, has severed all his connec- 
tions with the company. He plans 
to continue as a publishers 
representative in San Francisco 
after an extended vacation. 


Advertising Age, March 20, im Advertis 
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To Armstrong, Schleiter 


Armstrong, Schleifer & Ripin, 
New York, has been named to 
handle the advertising of Titan 
Plastics Co., New York, fabricator 
of plastic bags, plaques, and other 
specialties. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Blanketed By The 
QUINCY PATRIOT-LEDGER 


$112,455,000 Effective buying income 
$94,083,000 Retail Sales 

Quality of market index 108 
Advertise and sell in Quincy 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 
» Rep By 
WARD-GRIFFITH CO., INC. 


Park Lexington Building........... NEW YORE 
Wrigley Building .................000. CHICAGO 
General Motors Building.............. DETROIT 
Statler Office Building................. BOSTON 
22 Marietta Street.................... ATLANTA 
Russ Building ............... SAN FRANCISCO 


SEND FOR OUR CITY ZONE: POPULATION FOLDER 
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FRESHENED UP—Fuld Brothers, Baltir-ore, 

has adopted the new label design shown 

at the right for its Vitozone Air Fresh 

Bouquet deodorant. Its Duraglas contain- 

er and metal closure are made by Owens- 
Ilinois Glass Co. 


Ford Again Signs 
Chitwood Daredevils 


Detroit—Ford Motor Co. has 
renewed its contract for 1950 with 
Joie Chitwood Auto Daredevils 
Inc., Gordon Eldredge, manager of 
advertising and sales promotion 
for the Ford Division, reports. 

Mr. Eldredge said that he ex- 

pects the Chitwood shows, which 
feature stunt and precision driv- 
ing in Ford passenger cars,. to at- 
tract more than 5,000,000 spectators 
in 1950. The shows have been ex- 
panded to five troupes and will 
appear in every state in the union. 
More than 2,000,000 persons saw 
the 300 performances of the Chit- 
wood shows last year, the first 
under Ford sponsorship. 
Ford passenger cars are used in 
the Chitwood shows just as they 
come off the assembly line, with 
no “souping up.” The only car 
altered is one that makes a leap of 
100’ from a ramp while another 
Ford races underneath. The gaso- 
line tank of the car is placed inside 
the luggage compartment. 


AMA Elects Hutstader 


William F. Hufstader, vice-presi- 
dent in charge of distribution for 
General Motors Corp., has been 
elected chairman of the sales man- 
agers committee of the Automobile 
Manufacturers Association. He 
succeeds Karl M. Greiner, vice- 
president in charge of sales of 
Packard Motor Co. 


Promotes New Ruud-Monel 


Ruud Mfg. Co., Pittsburgh, 
maker of automatic gas water 
heaters, will use half pepe. this 
spring in Better Homes & Gardens, 
McCall’s, The Saturday Evening 
Post and Small Homes Guide, fea- 
turing its new  Performance- 
Rated Ruud-Monel line. Ketchum, 
MacLeod & Grove, Pittsburgh, is 
the agency. 
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Station KTTV to Move In 
with Nassour Movie Studio 


Television Station KTTV, Los|' 


Angeles, will move its entire op- 
eration to the Nassour motion pic- 
ture studio, 5746 Sunset Blvd., 
as soon as necessary electronic 
equipment has been installed, it 
has m announced by Edward 
and William Nassour, owners of 
the studio, and Norman Chandler, 
president of KTTV Inc. The 
studio’s sound stage area will be 
used for all program operations of 
the station, which also will use 
lighting facilities, workshops and 
other equipment. Plans call for 
filming a substantial number of 
the station’s programs for release 
locally and nationally. 

Harrison M. Dunham, acting 
general manager since last No- 
vember, has been appointed gen- 
eral manager of the station. 


Average Ford Dealer Stays 
with Company for 15 Years 


A current analysis of the 6,400 
Ford dealers in the nation shows 
an average of 15 years of continu- 
ous service with Ford Motor Co., 
it was revealed by L. W. Smead, 
assistant general sales manager. 
Three hundred and thirty-six Ford 
dealers have had 35 or more years 
of continuous service, dating back 
to 1903. Another 1,112 dealers have 
continuous service of 25 to 34 
years; 1,021 dealers have 10 to 14 
years; 1,165 from five to nine 
years, and 1,575 up to five years 
service. 


U. S. Rubber Names McGovern 


P. J. McGovern has been named 
director of public relations for the 
tire division of United States Rub- 
ber Co. He will make his head- 
quarters in Detroit. 
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York, for the past four years, has 
been appointed director of re- 
search. 


Blanpied Heads Research 
Gene W. Blanpied, educational 
director of Modern Industry, New 
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-.you cant cover California's Bonanza Beeline 
without on-the-spct radio : 


Capture the Beeline and you capture a big, fat market. One 


that takes in all of inland California plus western Nevada — 


with more people than Los Angeles .. . twice the buying 


power of Baltimore.* 


But don’t expect to cover this inland market with outside 


radio. Because the Beeline audience naturally finds its fav- 
orite listening on its own on-the-spot stations . . . the five 


BEELINE stations. 


With all five, you cover all the Beeline . . . at combination 


rates. And you choose best availabilities on each station with-— 


“out line costs or clearance problems. Or use the BEELINE 


stations individually, for top coverage of any major Beeline 


shopping area. 


*Sales Management's 1949 Copyrighted Survey 


Here’s what you should know about 
KERN Bakersfield 


_ $tation, Sun. through Sat. evenings. 


MoClat hy Broadcasting Company 


SACRAMENTO, C . OR! @ | PAUL H. RAYMER CO., National Representative 
KEK KWG KMJ 
Bokersfiekt (ma) Stockton (ABC) Fresno (NBC) 


1000 wat ie ne ve wees ne ae oy 


The CBS station for 59,000 Kern County radio families. Last Hooper — 
shows KERN with nearly twice the audience of next best station, 
Mon. —— Fri. afternoons; 30% more audience than next best 
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Glenn Agency Names Alyea 
Tom Alyea, formerly sales pe 
motion manager of Station KO . 
Oklahoma City, has been ap- 
pointed sales promotion manager 
of Glenn Agency, Oklahoma City. 


Diamond Publications to NBP 


Diamond Publications, Phoenix, 
——— of Arizona Beverage 
ournal and Arizona Food Mer- 
chant, has joined National Busi- 
ness Publications Inc. 


Joins Meldrum & Fewsmith 


Paul R. Barnes, formerly in the 
New York office of McCann-Erick- 
son, has joined the creative staff 
od a & Fewsmith, Cleve- 
and. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harwe Feuill &- Comp 
11 E.WALTON PLACE - CHICAGO 11 


Borden Contends 


Ad-Income Ratio 
to Drop Further 


Harvard Professor Tells 
Why National Income 
Outstrips Advertising 


Boston—The proportion of the 
national income spent for adver- 
tising will remain well below what 
it was in the 1920s, according to 
Neil H. Borden, professor of ad- 
vertising at the Harvard Business 
School. 

In an article in the March issue 
of the Harvard Business Review, 
Prof. Borden predicts that the ra- 
tio of advertising expenditures to 
national income may drop even 
lower than it is at the present time. 

If the 1920 ratio of 4% had con- 


tinued, he said, recent ad expen- 
ditures would have been about 
$8 billion annually, instead of the 
$4.5 billion actually spent. “Media 
businesses would have had a hey- 
day, but the advertisers would un- 
doubtedly have secured far less for 
their money.” 


@ Seven forces, he says, have 
caused the rate of increase of ad- 
vertising expenditures to lag be- 
hind that of national income since 
1915: 

1. A small part of the drop from 
4% to about 2%, in the ratio of 
advertising to national income, 
arises from increased government 
employment. 

In the 1920s, about 5% of the to- 
tal national income originated in 
the government and about 89% 
in business enterprises. Since the 
late 1930s, about 10% has come 
from government and only 85% 
or less from private business. 


w 2. One of the most important 


forces which has brought about 


relatively smaller expenditures of 
recent years is the growth in ef- 
forts to measure and control adver- 
tising outlays, eliminate waste and 
appraise ad risks. 


s 3. A third force is the tendency 
“of some large advertisers to re- 
duce the percentage of expendi- 
ture on established product lines 
as sales volume has grown.” The 
decline in ratio is partly a result 
of “the very success of advertis- 
ing in the past,” Prof. Borden says, 
adding: 

“The biggest part of the primary 
job of establishing many of the 
leading brands in their markets 
has been done. While advertising 
continues to be essential to main- 
tain and gradually to extend the 
gains won, and while there always 
will be new primary jobs to do, 
it does seem that on this score 
there is little reason to expect ad- 
vertising expenditures to keep pace 
completely with a continuing rise 
in national income.” 


4. The rate of population growth 


IT'S EASY WITH 


THE 


RIGHT 
COMBINATION! 


4 


¥ 
= 


THE 


MEMPHIS 
PRESS-SCIMITAR 


Scripps-Howard Newspapers 


The RIGHT combination is a trick of the 
trade with any generation when it comes 
to drawing a responsive audience. Adver- 
tisers who display their products in BOTH 
Memphis Newspapers have found it THE 
Right Combination for attracting greater 
results in the billion and one-half dollar 
Memphis Market. Take advantage of the 
313,257* daily circulation of these two 


great media, at an 


*ABC Publishers’ Statement, 9-30-49 


tion rate savings of |3c per line. 


optional daily combina- 
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since 1940 (about 12%) has been 
much slower than the rate of jp. 
crease in national dollar income 
(about 270%). “The costs of aq. 
vertising,” Prof. Borden con 
“are related in large degree to the 
costs of carrying messages to given 
numbers of people.” 

Thus, he concludes, “we may ex. 
pect that advertising expenditures 
will continue to increase at a lower 
rate than national income.” Ag. 
cordingly, a further decrease in the 
ratio between advertising and nga. 
tional income is to be expected, 


a 5. Products on the market fo, 
a long period of time tend to be. 
come standardized in quality. Thug 
competition in price tends to sup- 
plant competition in advertising, 
promotion and other non-price 
forms. 

In turn, narrower margins re- 

sulting from price competition wil] 
not support heavy ad budgets. “The 
relatively small percentage of sales 
devoted to advertising long-estab- 
lished, staple products, as com- 
pared with new and differentiated 
products, is well known... Adver- 
tising is essentially a tool for new 
and differentiated products. 
“A tendency toward a lower per- 
centage of sales for advertising 
as a result of the development of 
price competition seems to me to 
be clearly desirable from a social 
point of view. High advertising 
costs unattended by any appreci- 
able contribution in the way of 
product improvement or new in- 
vestment are not to be desired any 
more than are high production 
costs or high personal selling 
costs.” 


ws 6. Despite the drop in total ad- 
vertising expenditures as a per- 
centage of national income, adver- 
tisers have supported new products 
and new ventures with promotion 
since the war. 

“It does look as if advertising 
will be used in adequate measure 
to induce people to accept and buy 
the new products and the improved 
products offered, which is essen- 
tial if the economy is to expand 
and remain healthy,” says Prof. 
Borden. 


a 7. Another factor that has 
tended to reduce the ratio of 
total ad budgets to national income 
is difficulty in expanding adver- 
tising effort indefinitely. “The 
means by which advertising mes- 
sages can be carried to people 
strongly enough to make the effort 
profitable are limited by the me- 
dia available, as well as by the 
listening, watching and reading 
practices of their audiences. 

“Although we certainly have not 
yet come near any definite stone 
wall of this kind,” he concludes, 
“the fact that we may be getting 
closer has a bearing on the rate 
with which advertising expendi- 
tures can be expected to increase.” 


18,000,000 TV SETS 


_| BY ‘54: GOLDSMITH 


Boston—Alfred N. Goldsmith, 
chairman of the board of consul- 
tants, National Broadcasting Co., 
predicts that ownership of home 
video receivers will more than 
triple in the next three years and 
will total 18,000,000 sets by 1954. 
In an article in the March Har- 
vard Business Review, Dr. Gold- 
smith, who also is president of 
the Institute of Radio Engineers, 
says that available data indicate 
that television has a favorable low 
value of cost per _ individual 
reached in comparison to other 
media. Network figures for gross 
hour rates for 1,000 sets range 
from $4.30 to $5.86, he says. 


# Dr. Goldsmith devotes consider- 
able attention to methods for re- 
ducing program costs. Among his 
suggestions are multiple sponsor- 
ship of a given program; presen- 
tations every second, third or 


fourth week; film recordings of 
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NO COLE—The girl in this Women’s 

Wear Daily page is reduced to substi- 

tute coverage because she couldn't get 

the Cole of California swimsuit she'd 

seen advertised. “Have what she wants,” 
the copy tells dealers. 


physical network shows for non- 
connected stations, and the use of 
electronic or optical techniques to 
insert backgrounds for perform- 
ers. 

“So far as the selection of an 
appropriate program for the ad- 
vertiser is concerned,” he. says, 
“it should be noted that the costs 
of various types of programs 
roughly parallel their popularity... 
“So far as public preferences are 
concerned, these are roughly in the 
following order: Variety shows, 
comedies, give-away programs, 
dramas, sports events and West- 
erns. 

“There seems little difference 
in the audience preferences as 
among the various cities served 
by television with the exception 
that sports events seem relatively 
more popular in newly opened 
television districts and in the west- 
ern cities.” 


Basford Elects Wensley 
Chairman of the Board 


Roger L. Wensley, president of 
the G. M. Basford Co., New York 
and Cleveland, industrial adver- 
tising agency, has been elected 
chairman of the board of direc- 
tors. He is succeeded as president 
by Henry C. Silldorff, a vice-pres- 


Henry C. Silldorff 


Roger Wensley 


ident and director. E. Scott Patti- 
son, a vice-president and director, 
becomes executive vice-president | 
of the agency. 

Mr. Wensley joined the Basford 
company in 1920 and became its 
president a few years later at the 
death of George M. Basford. Mr. 
Silldorff has been with the agency 
Since 1932, and Mr. Pattison since 
1935. 


Poyntz Agency Appointed 


Alford R. Poyntz Advertising, 
Toronto, has been appointed to 
handle advertising of Plate & 
Structural Steel Sales Ltd., To- 
ronto. Business papers and direct 
mail will be used. 


Lupton Promotes Warner 


Douglas C. Warner, who joined 
John Mather Lupton Co., New 
York, last June, has been ap- 
pointed art director and production 
manager. 


Irene Forman Joins Austin 

Irene Forman, formerly with 
Bruce Chapman Productions, has 
joined Alvin Austin Associates, 


Dacity. 


New York, in an executive ca- 


Spring Air Starts 
“Wake Up Fresh’ 
Magazine Drive 


HOLLAND, Micu.—Spring Air Co. 
will conduct its spring ad campaign 
with full-color pages in House 
Beautiful in March, in American 
Home, House & Garden, and Life 
in April, and in Better Homes & 
Gardens in May and HB in June; 
b&w pages in BH&G in March, 
Good Housekeeping in April, HB 
in May, and American Home and 
H&G in June. 

All ads in the series will be 
headlined “Wake up fresh as 
Spring Air” and will contain a 
“Personal Sleep Analyzer” ques- 
tionnaire to be filled out by the 
reader. When a completed ques- 
tionnaire is presented to a retail 
salesman, he compares it with a 
“Sleep Check Chart” and then 


recommends a mattress suited to 
the individual. 

Trade ads will consist of two- 
color pages in Bedding Merchan- 
diser and National Furniture Re- 
view throughout the year. 

MacDonald-Cook Co., Chicago 
and South Bend, is the agency. 


Hunter Joins Public Health 


J. Stewart Hunter, formerly as- 
sociate director of public relations 
of J. Walter Thompson Co., Chi- 
cago, has been appointed assistant 
to the surgeon general for informa- 
tion, Public Health Service, Wash- 
ington. He succeeds Bryant Putney, 
who has become assistant director 
of information of the Department 
of the Interior. 


Forms Lettering Company 

Flexo Lettering Co. has opened 
offices at 208 N. Wells St., Chicago. 
The company features perspec- 
tives, curves, reproportioning and 
bas reliefs. 


Wells Adds to PR Duties 


Lawrence C. Wells, manager of 
the public relations division of the. 
Blue Cross Commission, Chicago, 
since 1948, has been appointed to 
head a joint public relations divi- | 
sion organized to handle promo- 
tion and public relations for both 
the Blue Cross and Blue Shield 
Commissions. The new department 
will begin operations April 1. 


Shaw to Join Radio Sales 
William D. Shaw, assistant sales 
manager of KNX, Los Angeles, 
and the Columbia Pacific Net- 
work, has resigned, effective 
March 24, to become an account 
executive of Radio Sales Inc., New 
York. Mr. Shaw, who was ap- 
pointed to his present position in 
October, 1948, joined CBS in 1938. 


Empire Names West-Marquis 


Empire Building Material Co., 
Portland, Ore., has appointed the 
Portland office of nl 
Inc, to handle its advertising. 


lf you have | YOUNG | 


COSMOPOLITAN 


If you're selling people 
_with [YOUNG] ideas... 


Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


Your printer can give you 
sharper, cleaner work on 


re hae aN 
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_ OFFSET 


KERS OF HAMMERMILL BOND 


. fc 


Hammermill Offset every time! 


Whether it’s a broadside, booklet, 
catalog or any advertising piece, you 
can rely on Hammermill Offset to 
provide the snap, sparkle and char- 
acter that command attention, reader- 
ship—and results. 

On wove or any of the four special 
finishes, illustrations take on unusual 
depth. And best of all, your printer 
can work on this paper economically 
and fast without fear of objectionable 
show-through. 

Send the coupon for the large 
sample book of 
HAMMERMILL OFFSET. 


* 


-HAMMERMILL | #42 


Name 


/ Hammermill Paper Company, 


Position 


(Please attach to, or write on, your business letterhead.) aa 3-20 


1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—the sample 
book of HAMMERMILL OFFSET. 
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No. 3552. Oil Industry in Rocky 
Mountain Region. 


No. 3553. Market Guide to Rapid 
City, S. D. 
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Advertising Age, March 20, 1959 


POSITIONS WANTED 
ADVERTISING WOMEN with 7 jam 
copy experience, agency and mail order, 
writing on all types of general ™Merchap, 
dise. Understanding of sales figures and 


research. 

Box 3031, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I). 
EDITORIAL OR PUBLIC RELATIONg 
Journalism graduate; ex-intelligence e 


i i ; LLANEOU gent, ex-labor editor, large daily, 
Oil Reporter offers its sixth| “Rapid City, South Dakota” is = Mbt —— . sires position. Public relations and “ 4 
} ADVERTISING & PUBLISHING SALES & ADVERTISING EXECUTIVE | ‘itil experience. Broad back 
annual “Rocky Mountain Petro-|a new booklet offered by Rapid| FoR ALL TYPES OF POSITIONS A skillful writer and visualizer, | with welhtaveel Aap a Guise 
i 0 i i i i GEORGE WILLIAMS—PLACEMENTS management engineering background, _ 7 4 
leum Directory as a tool for use City Daily Journal, which provides 209 S. State St. Harrison 7-2063 Chicago time for addtl. assignments preparing re- 109 B Obie Be. Ghee il as 
in planning sales programs tojan extremely detailed picture of| Siisop-must have trade paper experien- | Sult-getting folders, booklets, training : = —— 
reach oil operators, drilling con-|the market. It covers bank de-|ce, know editorial layout and makeup, manuals, presentations and — Reason- 
tractors, etc., in the magazine’s| posits, population, retail sales, con-| fluent writer. Prefer man who lives in : -6872, . ae 
as ae 4 . Good ty f ht man. 
territory. In addition to U.S./struction, tourist market, city a giving —— oe ih. ond Meee PETE SOR FOU Think You Can Fill 
names, the book contains hundreds} planning, list of industries, and| background to Hen "s Shoes? 
net : : Box 3007, ADVERTISING AGE D ry 
of listings of operators in western| complete lists of wholesalers in 12 100 E. Ohio St., Chicago 11, Ill. ue when a BA gon & pte cid H iaae ith . 
Canada, as well as names of drill-| lines, as well as agricultural sta- ~~ RADIO-TV DIRECTOR vith 4A d nat’l , ‘)| Henry has been with us in our 
ing contractors, natural gasoline] tistics. Chi agency, agency exp, salary — $10-15000 Employed since 1948 as 'P. R. Director oi|| advertising department nearly 
plants, natural gas companies, pipe Soe aTEe, PRE fie, OP HEIN nat trade amo Have, full charge of|| three years and fitted in nicely, 
line companies, gas producing com-|n, 3558 Point of Purchase Port-| COMPTROLLER, agency exp. Open | ventions, etc.’ We don't want to see him go, but 
panies, oil refineries, geologists and an. SPACE SALES, gen’l cons. mag. $7500 | AGE 33; married; univ. grad; will locate|| ill health compels him to leave, 
, ’ folio. MKT RESEARCH, food exp., agency $6500 | anywhere with P. R. firm; trade assoc;|| 44 sed nd | 
brokers. Kl Stik Products In Chi Resumes confidentially considered agency; mfr. e was g On copy a ay- 
e* ucts Pr a - A- sais th we J. MASTERSON chines | ime tell you the whole story. Write outs and during past year has 
cago, offers a new portfolio con- _ Wabash _ _ FR 2-011; x 3026, VERTIS 
No. 3554. Fast, —— Check on taining a wide wesley of idea-|_ ADVERTISING ASSISTANT 11 E. 47th St., New York 17, N. Y. — ieee eainey te a 
Newspaper Advertising. 3 : Large manufacturer of steel building pro-| "AD MGR. OR AGCY COPY-CONTACT ma- 
“ “Re. h starting samples of posters, win-| ducts needs man 25-30 to assist adver-| ‘Thoroughly seasoned man. Able to plan|| chine for production of circulars, 
In a new booklet, Search| dow streamers, counter strips, and | tising manager. Must write selling copy.| programs, spark ideas,. write lively,|| sour.5age inserts as well as pr 
Services,” The Advertising Check- applications of pressure-sensi- folders, dealer helps, catalogs. Must be| forceful selling copy. Can layout and pro- r-pag Pro- 
i B list. d describes| ;; , college graduate in advertising, have sev-| duce all types printed matter. Strong|}| ducing many of our stock forms. 
ng Bureau lists anc tive adhesive for hard-to-label| eral years experience in industrial ad-|in direct mail. Personable, mature. 20 If you've interested, tell us your 
its individualized services for ad-| products. Generous working sam- vertising, Proter West Suburben pentane. yr. background incl. ad. mgr. and agency R Meh wil be bent 
Vertisers, such as reports on dealer! pies in various weights and fin-| Apply 1-4p.m. man | $°P Sox 3014, ADVERTISING AGE || fidertigl ie 
tie-ins; paste-ups for salesmeN;|jches are included PERSONNEL OFFICE 100 E. Ohio St., Chicago 11, Ill. ‘ 
advertising allowance service; : CECO SFL. PRODUCTS CORP. This graduate student in bus. admin, is Location near Detroit. 
magazine checking service; and No. 3559. Analysis of g Store Cicero 50, Tlinois oof teettne See pod . teeth but a trainee gate! Box — 
newspaper checking service—all c . Dru: Creative Personnel real aptitude. 4 yrs. univ. press exp. vertising Age 
103 ‘ osts and Profits. ADVERTISING - EDITORIAL - ART l ph f prod. Cartooning AAA-1. i i 
papers, all cities, or any part—with In its “New National Drug St Ask for ELINOR KENT in tok 3028. ADVERTISING “AGE 100 E. Ohio St., Chicago 11, ill 
weekly or monthly reports on, nits “New National Drug Store| geRiaNGLE EMPLOYMENT AGENCY 100 E. Ohio St., Chicago 11, Til. 
which sales controls can be based| Survey,” the Paraffined Carton | 202 S. State St. Har 7-6520 
+3 i i : Young man, by manufacturer : 
and competition studied. Research Council offers the first bed nen D 
: : y sold canned and frozen food 
authoritative and comprehensive] items. Must be experienced in newspaper, EXCEPTIONAL OPPORTUNITY WANTED 
No. 3555. Point of Purchase Cata- analysis of drug store costs and eneeeming One petae-et-gesehete i FOR RIGHT MAN IN 
P ? : ‘ out. y andle direct mailing es- 
log. profits made since 1931-32. Con-| terial. Dog food experience desirable. SALES-PROMOTION MANAGER 
EEE — ducted by Alderson & Sessions,| State salary desired, full details exper- ADVERTISING AGENCY ik de has the ih ei 
be s * wo 
talog, “Point of Sales Ma-|‘® study provides detailed figures | ‘*ny, ress) “ADVERTISING AGE l dvertising | or under. Herd have experience. (2 years 
a new catalog, “Point of Sales Ma-| tor all departments, and furnishes} “to £ Ohio St. Chicago 11, = [Central western advertising | oF unter, Heng with @ national dealer 
terials,” illustrating and describing] . getinite list of “do’s a d don’ts” agency, old established, well fi- | organization, promoting sales by means 
h » i d prod “ . Aces ow INDUSTRIAL AGENCY NEEDS ; f house organ, mailings, correspondence 
the company’s services and prod-| profitable operation. SHIRT-SLEEVE AD MAN nanced, adequately manned, | po eeenibits, He would have 
ucts. The book covers designing Your chance to grow! Requires personable | highly respected and a money |worked, in agency or with advertiser 
and model construction services; Executive Calibre, practical, creative enly : f y on power uipment of some kind—lawn 
art department; silk screen print-|No. 3565. Data for Clinton, Okla-| worker --- copy, layout, and production maker, looking for account ex- mowers, outboard motors, pumps, tractors, 
ad rere" 4 ° . i i i . | ete. e has engineering or mechanica 
ing; printing and finishing; large homa. a oe heed Lamy La ge = ecutive Py om oF sag training, enou foo he at least knows the 
floor displays; merchandising dis-} The Clinton Daily News offers a| as‘ass't. to busy Pres. Highly respected, | COUNtS as Own. Mus as er icditel case fos lal coms ae 
play stands; merchandising wall|new “Standard Market Data” file| smaller Chicago Agcy. Starting salary}long range outlook and Teal) hard consumer goods experience too. 
displays; illuminated advertising| folder prepared in conformity with ee eee, ADVERTISING AGE ability. Interest in business may PGS NMA SERS BGS 
clocks; advertising thermometers;/the forms of the ANPA and 100 E. Ohio St., Chicago 11, Ill. be acquired, now or later, de-| (1)°s job that appears to have a real fu- 
cardboard displays, etc. Four A’s. M. B. MUENCH...........cscs0s0 PLACEMENTS | pending upon the man. Your|ture with an aggressive manufacturer, 
5 Advertisi Editorial Sales P: ti . . 4 (2) in Southern California, (3) at a 
sien tlie ee ee “TOM MCCALL & ASSOCIATES. |reply will be held in the same | stipend that'll get you by, but won't thrill 
ote: or items listed bed no je se ie eyon y i. 8 S. Dearborn St., Chicago 3; CE 6-6973 confidence you expect you (about *s). 
USE COUPON TO OBTAIN INFORMATION REPRESENTATIVES WANTED If you _~ the bill soupensity well, oe 
SE Sky Advertising firm (Skywriting, Ban- ADVER want to know more, write your sales 
: ner-Flying, Sky-Broadcasting, Neon-Fly- Box 7558, “ TISING AGE letter to Box No. 7570, ADVERTISING 
ing) wants Reps in N. Y., N. J., Pa., New| 100 E. Ohio St., Chicago 11, III. | AGE, 100 £. Ohio St., Chicago 11, I. 
Readers Service Dept., ADVERTISING AGE England and Mid-West. Reps now selling 
100 E. Ohio St Chicago 11, Tl space, time, etc., can vastly increase their 
: "? ° : earnings with new medium. All replies 
confidential. 
Please send me the following (insert number of each item wanted) Box 12°88, ADVERTISING AGE 
qoverriene mer || = FIGURE OPPORTUNITY 
ete ADVERTISING REP on 
Experienced New York representative for 
SPUR ET ee || 30-year-old trade magazine in newspaper 
a ae ee field. Excellent opportunity, publication FOR 
NAME TITLE well-known, leader in field. Lack of New 
seecceeccceccesee DUBE sevsecccsscessssssecsescesessessoessocessesoss York reppesentanon, has are our ad ~ 
come, there is considerable potential for 
nENTUE istics cuisbotcahsinandteebebttbaskebsdidlecstodpsesononscottocecobeccecevesors osovessesiinsbeaaibaanine’ one who knows agency field. Full promo- 
ADDRESS —_ ———. Aomety 4 — = 
thoroughly experienced, no exclusive. 
Box 3029, ADVERTISING AGE 
Se SEFREUNWECES Penne There’s a fine job, plenty of opportunity for growth and a secure 
OBSCURE SPECIALIST ___ PUBLISHERS’ REPRESENTATIVE future awaiting the man who has what we are looking for. 
xperienced, establis' space represen- . ‘ i i 
GETS JOB OFFERS tellve Wilk i Ghieng oftise ond travel. These are the specifications +. At least ten years experience in 
Le little story has to be told in gen- ang the Sie Wertesn territory is inter. planning, originating and writing drug or other specialty product ad- 
i in. | &S n ng one goo pu sher we .. . ill . 
oa mn jig ye i — a general or trade publication | who vertising. Proved ability wg ent cbicer w — - we wr 
; . r : wants uu and maintain advertisin , - ions. 
os ngade d Fae = men wile certain Guliine on a 4 ng time — Sa men, to contact clients and give their ideas top-flight translations 
- acialia lim- Box 3 VERTISING AGE " ; ; 
ited applicability wanted to get into 100 E. Ohio St., Chicago 11, Il. Starting salary will be in five figures. 
$1 000 in one 7 hs pry Bpmen MISCELLANEOUS Are you our man? If you think you are, and you are on the sunny 
of a $20 ad here in these classified col- FINE AGRICULTURAL ART side of 40, tell us why in a letter which will be held in complete 
sea Reestiocs aaa AGE, be oo Write for Folder of Stock Ilustrations confidence. Send your letter to General Manager, Morse International 
from a small agency, another at $11,000 John Andrews 1504 Dodge, Omaha, Nebr. Advertising Agency, 122 East 42nd Street, New York 17, New York. 
frome Ve big agency... mighty fine “o BR a in dE ay Mb Ey - Don’t telephone. Don’t wire. Write. ‘ 
iden rom a investment. May lowest prices. Paper furn., to one or t 
this will suggest something to you—| two steady long-run accounts. 
who knows? Peacock Publishing Co., Chicago 47, Il. 
PRINTING REASONABLE PRICES 
PUBLICATIONS, CATALOGS, ETC. 
10,000 copies, 48 pages plus cover size 
"ews ”" one city auupeiion., sonia taaibee 
cover stock, composition, in} . ng 
Switch to CALVE RT a $665. Guelity work, Contac Pro- 
e luction artment A ’ 
since MAXWELL pulled the Switch ma—° ' 
° PUBLISHERS ASSOCIATES 
on a new SPECTACULAR in the heart of Newark, N.J. 225 N. Michigan Ave. Chicago 1, Ill 


TT a aes can 


E or ee ae 


MR. ADVERTISER: Switch to MAXWELL SERVICE 
and thousands will read your message 


The R.C. Maxwe 
OUTDOOR 


ase wher) ‘ 


+] Co. Trenton NI 
ADVERTISING 


MR. AGENCY HEAD 
Having difficulty holding your present 
accounts or obtaining new accounts? 
When the usual methods stop producing 
results, it is time to let go of them— 
there’s a new way which will produce 
results. I can show you how. Have out- 
grown present agency connection and 
want to tie up with a leader. 
Box 7571, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
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French Ban on Coke Annoys Billy Rose, 
So He Stops Selling French Champagne 


New YorK—Declaring that 50,- 
000,000 Frenchmen can be wrong, 
Billy Rose, impresario, night club 
operator and newspaper columnist, 
announced in his column “Pitch- 
ing Horseshoes,” in the New York 
Daily News, last Monday, that he 
is banning the sale of French 
champagne at his Diamond Horse- 
shoe night club in retaliation for 
the banning of Coca-Cola in 
France (AA, March 13). 


gs “I am not a big Coke drinker 
and have never owned a share of 
stock in the company,” Rose says 
in his newspaper column. “As far 
as I’m concerned the beverage is 
just another American product 
like Orange Crush, 7-Up or Dr. 
Brown’s Celery Tonic. Further- 
more, under ordinary circum- 
stances I wouldn’t even be mad at 
the French wine lobby, since it’s 
only doing to Coca-Cola what our 
butter producers have. been doing 
for years to oleomargarine. 

“But the circumstances aren’t 
ordinary, and the usually intelli- 
gent French must have blown their 
corks not to have realized it. By 
initiating an anti-Coke campaign, 
they have given Stalin’s stooges a 
made-to-order excuse for yelping, 
‘Down with American imperial- 
ism,’—the same sleazy slogan used 
by commies everywhere to divert 
attention from the accomplish- 
ments of the Marshall Plan. 


s “From where I cogitate,” Rose 
says, “it boils down to this: John 
Q. Frenchman is being denied a 
choice between Coke and vino only 
because the Lefties, aided and 
abetted by the bird-brain Right- 
ies, don’t like the country Coca- 
Cola comes from. 


PROGRESSIVE 
SOUTHWESTERN AGENCY 
Has Opening For 
1) Account Executive who has proved ex- 
perience in the food field. Preferably 
now the "second" man on the job; a 
man who has been doing the work but 

not getting the gravy. 

Research and Media Director who is 
capable of introducing practical tech- 
niques and assuming responsibilities 
for an established department. Pref- 
erably now a well-trained assistant in 
a major agency media and/ér re- 
search department. 

Copywriter with proved ability to con- 
sistently produce reasonable volume 
of sound food copy. May be man or 
woman. 

Production man who knows all aspects 
of advertising production and is fully 
experienced in the buying of printed 
materials. 

We want experience that, while not pres- 
ently expensive, can grow to meet the 
opportunities which this aggressive 4A 
agency can offer. 

If you've dreamed about "the next thing 
to being on your own"... tell us all: 
status, age, salary, objectives. 

Box 7565, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 


2 


3) 


4 


EXPERT COPYWRITER 
FOR PRINTED MEDIA 


MAN OR WOMAN 


New York interview 


This leading Southern agency wants to add 
a skilled writer who knows people and what 
makes them buy —who thinks primarily of 
making merchandise move from shelves and 
counters—who is able to plan magazine, news- 
Paper, direct mail, end merchandising ma- 
terial. If a woman, economics training 
would be valuable. 

We have a national reputation for excellence 
in copy, and the newcomer m able to 


our dards, working on important 
accounts. 
Our salary and bonus arrangement and con- 
genial working conditions keep our people 
satisfied — including others who have come 


to be arranged 


FITZGERALD ADVERTISING AGENCY 
Southern Building 7 New Orleans, 12 


“Well, Messieurs et Mesdames, 
two can play at boycott as well as 
one, and so, starting tonight 
(March 13), no French champagne 
will be sold in my night club until 
the idiotic ban against our home 
product is lifted. Patrons will have 
to settle for domestic fizzwater,” 
Rose adds, “which is a lot easier 
on the pocketbook.” 


Joins de Garmo Agency 


de Garmo Inc., New York, has 
appointed John de Garmo, who is 
the son of Louis de Garmo, agency 
president, as manager of mer- 
chandising. Mr. de Garmo was 
formerly sales promotion manager 
of Birds Eye-Snider Division, Gen- 
eral Foods Corp. 


Stebbins Appoints Jong 
Bill Jong, formerly with Art 
Center, Los Angeles, has been 


named production manager of Hal 
Stebbins Inc., Los Angeles. 


Disney Wins Judgment 
on Use of Copyrights 

Walt Disney Productions has 
been awarded a judgment from the 
U. S. district court for the south- 
ern district of New York against 
Sporting Shoe Co. for unauthor- 
ized use of Disney copyrights. 

The court ordered the shoe com- 
pany to stop using any of the Walt 
Disney characters and to halt pro- 
duction of felt slippers similar to 
those which are sold by Trimfoot 
Co., a Disney licensee. The ruling 
indicated that a cash settlement 
was made for Disney’s claim for 
damages, profits and royalties. 


Rayel Joins NBC-TV 


Jack Rayel, formerly assistant 
program director of DuMont Tele- 
vision Network, has been named 
supervisor of program procure- 
ment for NBC-TV, New York. 


Cooper Joins FC&B 


Eugene W. Cooper, formerly 
vice-president of Grant Advertis- 
ing, Chicago, has joined Foote, 
Cone & Belding, San Francisco, 
as account supervisor. 


Karseal to Push Auto Polish 


Karseal Corp., Los Angeles, has 
signed to sponsor “Newspaper of 
the Air,” heard Saturdays from 
10-10:15 a.m. on 12 Don Lee sta- 
tions for 26 weeks, starting April 
1. The product to be promoted is 
Wax Seal auto polish. Mogge- 
Privett, Los Angeles, is the agency. 
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PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


HENNEBERRY ROTOGRAVURE CO. 


CATALOGS - 


4001 RAVENSWOOD 


Rotogravure — Colorgravure 


25 Years of Dependable, 
Economical Service 


PUBLICATIONS - 


Tel. LAkeview 5-8520 


CHICAGO 13, ILL. 


Agricultural 
implement! 


You’ll see the new two-section sinks... 
. in the kitchens of 
SuccessFuL FARMING families these days. 


and the hand lotion . . 


Despite her husband’s five-figure income, 
the wife of the SF subscriber is still hard- 
working . . . cooks and serves heavier meals 
to a larger family, washes more dishes and 
work clothes, has more, and more urgent, 
duties, inside the house and out, than the 
urban home tender... A modernized kitchen, 
major and small appliances that save steps, 
motions, lifting, and make easier housekeeping 
—rank high on her want list. 

She sees more people, in grange, church, 
and school club meetings— needs and buys 
more toiletries—than the city woman... 

So she’s a preferred prospect for anything 
that helps her look better and work better, 
adds convenience and comfort to her home... 
and these days she can afford most of the 
things she wants! With less opportunity to 
shop, she pays more attention to advertising. 


Tue Prosperous Midwest farm families 
today are prime prospects and quick 
customers for almost everything. In the 
fifteen Heart States alone, the income of the 
near-million SF subscribers easily averages 
50% more than the US farm average and are 
one of the best markets in the world today ! 


Your advertising in general media doesn’t 
reach most of them—needs SuccessFuL 
FarminG, which has helped to improve farm 
business and farm living for the last forty 
years!... You’re missing business you might 
have—if you overlook this farm market, and 
its major medium . . . Ask any SF office for 
the facts. .. SuccessFUL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, - 
Atlanta, San Francisco, Los Angeles. 


SUCCESSFUL 
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7 Wasser, Kay & Phillips 


J. Haines, formerly in the 
hotographic department of Gim- 
bles Department Stores, has been 
named assistant television direc- 
tor of Wasser, Kay & Phillips, 
Pittsburgh agency. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


* soporte nation- 
ly y hey Burn-Smith 
., Inc. 


Western Lumbermen 
Boost Ad Budget 


PORTLAND, OrE.—In a major bid 
for the nation’s home building 
markets, directors of the West 
Coast Lumbermen’s Association 
have approved a campaign of four- 
color, full-page advertisements in 
four magazines. 

An increased appropriation of 
$50,000 has been authorized for 
the next six months’ advertising 
program. This raises the associa- 
tion’s total 1950 advertising and 


8x10 genuine glossy photos 


EASY CHART —Sixe 8x10 
a ae 


in quantities 


FOR ALL PURPOSES 


Sharp, clear, crisp! Prompt Delivery! 


OS OP ORSOSOSOTSEO;G 


PHOTO: | 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


promotion budget to $500,000. Copy 
will appear in American Home, 
Better Homes & Gardens, Good 
Housekeeping and Parents’ Maga- 
zine. 

Mac Wilkins, Cole & Weber is 
preparing the copy, which will 
feature homes built of lumber, 
showing the possibilities in design, 
use of lumber as an interior finish, 
etc. 


Dura-Bond Bearing to Knollin 


Dura-Bond Bearing Co., Palo 
Alto, Cal., manufacturer and dis- 
tributor of motor bearings, has 
placed its advertising with Knollin 
Advertising Agency, San Fran- 


j| cisco. 


Lee Joins West-Marquis 


Henry Lee, formerly art direc- 
tor of Joseph R. Gerber Co., Port- 
land, Ore., has been named art 
director and assistant account ex- 
ecutive in the Portland office of 
West-Marquis Inc. 


| 


Admatic Appoints Carter 


Admatic of Canada Ltd., Tor- 
onto, has appointed Garry J. Carter 
of Canada Ltd., Toronto, to handle 
the advertising for the Admatic 
cabinet and the “Shopper — 
per.” The first of these is a cab- 
inet containing a screen which 
shows a new picture every six sec- 
onds and holds 30 slides. The sec- 
ond works on the same principle, 
but is designed for dealer counter 
use and carries 15 to 25 slides. 


Halperin Joins Small 


Phillip J. Halperin, formerly 
sales promotion manager in the 
New York office of the California 
Prune and Apricot Growers As- 
sociation, has joined the copy and 
plans staff of William J. Small 
Agency, Boston. 


Names Aikin-McCracken 

Webster Bros., London, Ont., 
manufacturer of Londontoy toys, 
has appointed Aikin-McCracken 
Toronto, to direct its advertising. 


Py 
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ig DESERET NEWS 


will celebrate its 


= 100th Anniversary 


on June 15th 


ew newspapers in America can point to a 
record of 100 years of continuous publi- 
cation and continuous growth. The Deseret News has achieved that 


distinction without merger and without change in ownership. 


In proper observance of the event, the Deseret News will pub- 


that has ever carried the Deseret News masthead. 


lish a Centennial Edition on June 15th. It will be the finest edition 


A comprehensive resume of the eventful first century of the 


Here indeed is an extraordinary 


et ie 


zs : aus il we ty RGIS) ey a a 
a eh gee roe 


DESERET NEWS 


Mountain States, the Centennial Edition will be of unusual interest 


to every reader. There is no doubt it will become a collectors’ item. 


Serving the Mountain West — Daily and Sunday 
National Representative: Cresmer & Woodward, Inc. 
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Facts Consolidated 
to Study Newspaper | 
Sunday Magazines 


Los ANGELES—Facts Consolidg. 
ted this week begins its first 
erative readership study of gi 
major West Coast Sunday 
zines distributed with newspaper 
in Los Angeles, San Francigeo, 
Portland, Ore., and Seattle. 

The publications to be studigg 
are The American Weekly, Metro. 
politan Sunday Comics Group, 
Pacific Magazine Section, Pictorig 
Review, Puck—the Comic Weekly 
and This Week Magazine. 

In cities where any of theg 
magazines is not published, the 
magazine usually bought in its 
place will be reported. Informa. 
tion will be obtained by persona] 
interviews with a representative 


’\ cross-section of adult men and 


women in each of the four mar- 
kets. 


ws Interviews will be made on the 
Wednesday and Thursday follow- 
ing publication, with the first 
study to be made of the maga- 
zine published March 19. Dates 
for subsequent studies will remain 
open until advertisers have indi- 
cated dates in which they are in- 


_| terested. When selected, dates will 


be announced from two to four 
weeks in advance. 

Each study will consist of 1,200 
personal interviews to be distri- 
buted as follows: 400 each in Los 
Angeles and San Francisco, 200 
each in Portland and Seattle. Sun- 
day newspaper reading habits will 
be asked of everyone, and supple- 
ment readers will be interviewed 
in detail. It is anticipated there 
will be a minimum sample of 100 
readers of each major Sunday 
magazine in each market; and not 
less than 50 readers for any maga- 
zine in any market. 


= The four-market report will 
consist of: (1) data on the pene- 
tration of these magazines and 
“parent” newspapers in terms of 
actual readers; (2) readership of 
each page of the magazine in 
which a participating advertiser 
appears, with a report of total 
readers broken down by sex, age, 
standard of living and city; (3) 
readership of the component parts 
of the advertisement, broken down 
by the same factors. 

Total columns will be weighted 
to conform with population distrib- 
ution. Findings will be comparable 
with those reported in the Con- 
tinuing Study of Newspaper Read- 
ing. Reports will be completed and 
submitted within three weeks. 
Cost will be $500 per subscriber, 
more or less, depending on the 
number participating. This cost is 
not commissionable, but will be 
the same whether one ad or six 
are studied. It will be possible to 
make special arrangements, such 
as study of an advertisement ap- 
pearing in a single market. 


To Promote Cloud Bedding 


more, will feature Paramount star 
Mona Freeman in full-page news- 
paper ads scheduled for major 
cities, and in large space in Retail- 
ing Daily, to promote Cloud bed- 
ding during Better Bedding Week, 
April 17-22. The campaign will be 
backed by extensive dealer pro- 
motion. VanSant, Dugdale & Co., 
Baltimore, is the agency. 


Joins Ohio Select List 


Daily Standard, Celina, O., has 
been elected to membership in the 
Ohio Select List. John W. Cullen 
Co. has been named the paper’s 
representative. 


Joins McConnell, Eastman 
Edward L. Drewry, formerly 


with John McCall Co., Toronto, 
has been’ named an account ex- 
ecutive in the Winnipeg office of 


McConnell, Eastman & Co. 


International Bedding Co., Balti- 
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TELLS SUCCESS STORY—Dawson Newton (seated, right), advertising manager of the 
Florida Citrus Commission, demonstrates one of his products for others at the 
speakers’ table at a meeting of the Philadelphia chapter of the American Associ- 
ation of Newspaper Representatives. Standing (left to right): Philip C. Morse Jr., 
district manager of the commission; Roger Savage, Osborn, Scolaro, Meeker & Co.; 
and Louis Turck, Reynolds-Fitzgerald Co. Seated: Henry Bradley, Hearst Advertising 
Service; Ralph Steen, DeLisser Inc., president of the chapter; and Mr. Newton. 


Lennox Furnace Co. 
Shifts to 11-Month 
Drive in Magazines 


(Picture on Page 1) 

MARSHALLTOWN, Ia.—Lennox 
Furnace Co. will use magazines 
for the first time in the company’s 
50-year history to spearhead its 
warm air heating drive this spring. 
Five half-page full-color ads are 
scheduled for American Home and 
Country Gentleman starting in 
March, and for Better Homes & 
Gardens starting in April. A full- 
page color ad will appear in The 
Saturday Evening Post on May 6, 
followed by a series of nine full or 
half-page color ads in the Post at 
least once a month through the 
Nov. 11 issue. 
Supplementing this basic pro- 
gram will be a series of %-page 
ads scheduled in American Maga- 
zine, Farm Journal, Newsweek, 
Pathfinder, Successful Farming, 
Sunset and Time. 


s “Tremendous” success of a na- 
tionwide key city newspaper ad- 
vertising and promotional cam- 
paign last year, plus a sharp in- 
crease in sales, are the reasons be- 
hind the company’s decision to 
advertise in national publications, 
according to E, R. Champion, Len- 


nox merchandising manager. 

“Our 1950 program is planned 
to help overcome one of the major 
problems in the heating business,” 
he said. “Many heating dealers are 
comparatively inactive seven or 
eight months a year. Mainly 
through habit, they wait until the 
start of the heating season before 
actively soliciting new business. 

“The objective is to prove to our 
5,000 dealers that heating systems 
can be sold in volume the year 
around when proper planning and 
effort is exerted,” Mr. Champion 
said. 

Some of the selling aids avail- 
able to dealers are newspaper ad 
mats, radio commercials, movie 
trailers, 24-sheet posters, highway 
signs, store front signs and a spe- 
cial classified telephone directory 
trademark listing to which readers 
are referred in all magazine ads. 

Henri, Hurst & McDonald, Chi- 
cago, handles the account. 


Dodge Closes Raleigh Agency 
Fred Dodge has closed his public 
relations and advertising agency in 
Raleigh, N. C., to become publicity 
director of the North Carolina divi- 
sion of the U. S. Brewers Founda- 
tion, with headquarters in Raleigh. 


McCaffrey Joins WLAW 

Arthur J. McCaffrey has joined 
the sales staff of Station WLAW, 
Lawrence, Mass, 


FRanklin 2-5854 


America’s finest 
photoengraving plant 


Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 


OF COURSE THEY’RE TALKING ABOUT 


AUTOMOTIVE NEWS 


—the weekly newspaper of America’s No. 1 
industry. . . . Reaching the men who make the 
buying decisions in factories and dealerships. 


PENOBSCOT BUILDING . DETROIT 26, MICHIGAN 
ADVERTISING OFFICES: 

NEW YORK CHICAGO DETROIT * LOS ANGELES 
Edward Kruspak J. Goldstein Dick Webber R&. H. Deibler 
Adv. Mgr. Western Mgr. Adv. . Adv. Rep. 

51 E. 42nd Vireet 360 N. o— Penobscot Bidg. 2506 W. 8th Street 
Murray Hill 7-687! State 2 Wo. 3-0495 Dunkirk 3-0303 
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‘Johnny’ Airs Sportscast 


Philip Morris & Co., New York, 
will sponsor Dizzy Dean in pre and 
post-game interviews during the 
77 home games of the Yankees 
baseball club. Time on WABD, 
which also telecasts the games un- 
der the sponsorship of P. Ballan- 
tine & Sons, was bought through 
Biow Co. 


You Can Sell PREMIUMS 


Tt? this 20-Million-Dollars-a-Year Market. 

aewspapers, mayusines, farm papers and peried- 

tcals Duy over 2U-million dollars worth of circu- 

lation-promotion prizes and remiums @ trade 
us 


Cireulation Management—the only circulation 
—is YOUR key to this mai 
you about it. 


rket. Let 


Circulation CIRCULATION 

ot n MANAGEMENT 

Manageme Annee 
Chicage 4, Ill. 


Prentice Publishes 
1,000-Page Ad Book 


“Advertising Handbook,” a 
1,000-page symposium by 35 ex- 
ecutives in various fields of ad- 
vertising, has been published by 
Prentice-Hall. The compendium 
was edited by Roger Barton, editor 
of Advertising Agency. 

Subject matter covers all types 
of media, product and market re- 
search, copy, layout, public re- 
lations and agency organization. 
Price is $10. 


Walsh Gets Tourist Account 

The Montreal office of Walsh 
Advertising Co. has been appointed 
to handle 1950 tourist advertising 
for oo province of New Bruns- 
wick. 


The DIRECT SELLING LEGION - 50,000 STRONG! 


en , 
Greatest Simgie ? 


MULTI-BILLION-DOLLAR 


SOuaT es 


WRITE TODAY 


ganized rote wa 


MARKET « Founded und Spentered by 


SPECIALTY SALESMAN MAGAZINE 


bon FACTS © Rm. 812, 307 N. Michigan, Chicago 1 


|income of $21,890,479 was best in 
|the company’s history and was 


Earnings of 
Advertisers 


e@ General Motors Corp. in 1949 
had a sales volume of $5,700,835, 
141, up 21%% from $4,701,770,340 
the year before. Net income in- 
creased nearly one-half, from 
$440,447,725 to $656,434,232 (earn- 
ings per share were up from $9.72 
in 1948 to $14.64 in 1949). Almost 
exactly half of GM’s revenue last 
year went for supplies, slightly 
more than one-quarter to em- 
ployes, one-tenth for taxes. 


e Sales of the Borden Co. and sub- 
sidiaries last year totaled $613,- 
763,267, about 542% less than the 
1948 record of $649,592,375. Net 


14% greater than the $19,179,427 
earned in 1948. Earnings last year 
equaled $5.10 per share, compared 
with $4.46 in 1948. 


Ul 
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There's no sales builder like decler’ 
. ~ signs—and no dealer signs like 
f Artkraft*. Se do like America’s lead- 
ing merchandisers, use Artkraft* 
- eutdoer neon dealer signs and dis- 
-- ¢ever how much more potent your 


advertising can be. 


Actual audited research proves that 


they increase sales 


Artkraft’s* mass 


greater value—the 


Arthiraft: sicn company 


DIVISION OF ARTKRAFT* MANUFACTURING CORP. 


Be sn. 


4 
Pa | 
mt 


*Trode Mark Reg. U.S. Pat. Off. 


your advertising 5 times as effective. 


‘methods and unequalled manufac- 
turing facilities make possible 


signs at moderate cost. 999/1000 
perfect (proved by audited re- 
search), they're built to last—con- 
tinue to work for you years after 
they’ve paid for themselves., 


14.6%, make 


oe ane ie ae wre irs 
See ae 


hala 


production 


ug, a 


or 


world’s finest 


1133 £. KIBBY ST., 


0 We are int 


Please send, without obligation, details on Artkraft* signs. 


LEONARD — 
APPLIANCE s- 


DEALER'S NAME 


Lowe Brothers 


DEALERS PANEL 


DEALER NAME 


LIMA, OHIO 


gad i 
edinagq 


D We are interested in a q 


0 y of outd 
tity of Porcel-M-Bos'd store front signs. 
DC Please send instructions on how to set up a successful dealer sign program. 


QUALITY PRODUCTS FOR OVER 
A QUARTER CENTURY 


CITY & STATE 


e National Dairy Products Corp. 
reported an increase in profits for 
1949, despite a decrease in total 
sales. Net earnings for the year 
were $33,259,000 on sales of $897,- 
675,000, compared with a profit 
of only $25,358,000 on sales of 
$986,404,000 in 1948. Earnings rep- 
resented $5.26 per share, compared 
with $4.03 in 1948. Unit volume of 
sales in 1949 was greater than in 
1948, but price reductions cut dol- 
lar sales. Lower costs and in- 
creased operating efficiency re- 
sulted in increased earnings. 


e Celanese Corp. of America net 
earnings for the year dropped to 
$20,640,826 from the 1948 figure 
of $39,484,000. Gross sales 
amounted to $171,292,005, com- 
pared with $230,384,672 in 1948. 


e E. I. DuPont de Nemours & Co. 
sales increased 6% in 1949 to $1,- 
025,000,000. Net income for the 
year was $213,000,000 compared 
with $157,000,000 for 1948. Re- 
search expenditures were $33,000,- 
000, up $2,000,000 from 1948. 


e Studebaker Corp. set an alltime 
high in sales and profits during 
1949. Sales were $473,119,000 
against $383,644,524 in °48. Net 
profit was $27,563,876 compared 
with $19,114,972 for the previous 
year. The company assembled 239,- 
900 cars and 64,971 trucks last year 
compared with 166,755 cars and 
67,982 trucks in ’48. 


e American Hair & Felt Co. re- 
ported a drop in sales and earn- 
ings last year. Sales were $11,770,- 
527 against $15,431,933 in ’48. 
Earnings fell to $590,360 from the 
previous year’s net of $1,338,938. 
Dividends earned after payments 
on preferred stock equalled $3.04 
r share in °49 compared with 
7.67 in ’48. 


e Hunt Foods Inc. reported sales 
of $42,837,467 for the fiscal year 
ending Nov. 30, 1949, an increase 
of a ey 22.8% over sales 
of $: 4,886,723 for the previous 
year. Net loss for the year, after 
income tax credit, was $1,757,719. 
This was equal to a loss of $4.13 
per common share compared with 
a profit of 42¢ per share in ’48. 
Losses from inventory liquida- 
tion and write-downs were sig- 
nificant factors in the net loss for 
the last fiscal year. Also, expenses 
involved in developing new sales 
territories were very heavy. 


e General Electric Co. earned a 
net profit in 1949 of $125,639,000, 
or 15% more than the record 
earnings of $123,835,000 for ’48. 
These were equal to $4.36 per 
share last year and $4.29 per share 
in °48. Sales dropped slightly to 
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632,701,000 the previous year h 
both years producers’ goods 
counted for about 65% and om. 
sumers’ goods for about 35% % 
total sales. 


@ Nineteen Hundred Corp. 

a 10% increase in sales for 19% 
with a total of $48,324,346 whig 
topped the °48 figure of $42, 
936. Profits dipped slightly to 
043,276 compared with $3,117 
in ’48. This drop was attributed) 
reduced prices. 


e@ James Lees & Sons Co. re 

net sales for 1949 of $48,061) 
a decline of 10% from 1948's re. 
ord high of $53,644,841. Net eam. 
ings for the year were $3,683, 
or $4.37 per share, compared with 
a net of $4,757,390, or $5.68 4 
share in ’48. 


e Silex Co. reported a loss gf 
$326,126 last year compared with, 
loss of $928,008 in 48. One-third of 
the 1949 loss was accounted for by 
inventory write-down and special 
adjustments. Gross sales for ‘4 
were $3,727,101. 


Heating Publishers’ New 
‘Gas Heat’ Siarts in June 


Heating Publishers Inc., New 
York, publisher of Fueloil & Oil 
Heat, will start publication in June 
of Gas Heat, a standard size 
monthly business paper covering 
sales, installation and service of 
gas heating units for manufac- 
tured, natural and liquified petro- 
leum gas. The type page will be 
7x10”. Circulation will be con- 
trolled to 8,000 dealers and con- 
tractors handling gas _ heating 
equipment; 1,000 gas utility offi- 
cials; and 1,000 -manufacturers, 
jobbers and distributors of gas 
heating equipment, accessories and 
supplies. 

Gas Heat’s Chicago office will 
be at 549 W. Washington St., and 
it will be represented on the West 
Coast by Ralph W. Harker & As- 
sociates, 582 Market St., San Fran- 
cisco, and 606 S. Hill St., Los 
Angeles. 


Designer Appoints Davis 


Lippincott & Margulies, New 
York industrial designer, has ap- 
pointed Gene Davis director of 
public relations. He was formerly 
press relations officer for the 
United Nations Children’s Fund 
and on the staff of the New York 
Times. 


Appoints Benjamin Eshleman 

Dorothy R. Bullet Inc., fashion 
specialty shops in Philadelphia and 
Ardmore, Pa., has appointed Ben- 
jamin Eshleman Co., Philadelphia, 


$1,613,564,000 compared with $1,- 


to handle its advertising. 


600 W. VAN BUREN ST. © CHICAGO, ILL. © ST. 2-5367 
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BUSINESS. Wi 
Speak Ypr | 


ident of Cresmer & Wood- 


ON TOUR—Del Worthington (right), 
ward, Chicago, and national president of the American Association of Newspaper 
Representatives, gives the story of the association’s national project to the San 
Francisco chapter. At the table (left to right) are Bob Barron, Moloney, Regan & 


Schmitt; R. S. Nicholson, West-Holliday Co., chapter president; and W. 
Hearst Advertising Service. 


tive vice-pr 


E. Peters, 


lorida Tangerine 
Processors Double 
Production of Juice 


LAKELAND, FLta.—The Florida 
Citrus Commission has $50,000 
ore available for advertising than 
it figured on, because of the unex- 
ctedly heavy use of tangerines 
his season. 
The commission collects a tax of 
on each box of tangerines mar- 
eted, for advertising and ad- 
inistrative purposes. The boost 
in tangerine use came from pro- 
ssors, the commission was told 
esterday, as fresh fruit supplies 
ave been about the same as last 
ason. 
Commissioner Tom Turnbull, of 
inter Haven, said 1,700,000 cases 
f tangerine juice have been pro- 
uced so far this season, compared 
ith 700,000 all last season. Mr. 
urnbull said he understands some 
anners have turned to tangerines 
ause the price was lower than 
or oranges or grapefruit. About 
30,000 of the additional revenue 
ill be used for advertising. 


= The commission also approved 
commendations of the advertis- 
ing committee calling for $10,- 
0 for b&w newspaper advertis- 
ing to make up for advertising lost 
hrough “cancellation of an ad to 
appear in a national magazine.” 
W. J. Steed, commission attor- 


ney, was commissioned to follow 
up action taken in the federal 
courts against the selling of or- 
angeade, a drink said to contain a 
small percentage of orange juice 
and sometimes advertised as being 
better than orange juice. 

Mr. Steed was told by the com- 
mission to follow all litigation in 
this field and to see what might 
be done about requiring the pro- 
ducers of orangeade to show 
clearly on the label of cans just 
what percentage of orange juice 
is contained in the mixture. 


Presents Blacklighted 
Sign for Curved Surfaces 


American Neviol Sign Co., 400 
W. 3rd, Fort Worth, recently pre- 
sented Neviol, a patented black- 
lighted fluorescence used on 
curved surfaces, to the trade. 
Neviol is a Dutch patent, covering 
only use on curved surfaces. All 
American patent rights are owned 
by the new Fort Worth company. 
Suggested uses of Neviol include 
commercial signs, replaceable 
letters, convertible signs, outdoor 
bulletins, store displays, theater 
fronts, industrial and traffic signs. 


To Wolte-Jickling-Conkey 


John T. Chandler has joined the 
merchandising and creative staff 
of Wolfe-Jickling-Conkey, Detroit 
agency. His former associations in- 
clude being assistant advertising 
manager of J. L. Hudson Co. and 
advertising manager of the Mont- 
gomery Ward stores in the Detroit 
region. 


Watch results roll in from Outdoors 


BREVITY. Want a compelling ad? 
For most products that means 
you’ll want to keep it brief. Be- 
cause when your sales story is 
direct . . . and short, it gets results! 
And the best way to put across a 
brief message is on GOA panels 

. where only a single glance im- 


prints it firmly in your prospect’s 
mind! General Outdoor Advertis- 
ing Co., 515 South Loomis St., 
Chicago 7, Illinois. 


* Covers 1400 
leading cities 
and towns 


Emmer Introduces New 
Permanent Type Binder 


C. E. Emmer, who until recently 
was president of General Binding 
Corp., Chicago, is introducing in 
this country a new permanent 
type binder which originated in 
France. The new binder, called 
Bind-All, is said to “hug what it 
holds, expand with additions, con- 
tract with removals, present a full 
bound book at all times,” because 
of its flexible backbone, the secret 
being two coil springs mounted 
horizontally at the top and bottom 
of the backbone. Patent rights for 
the United States and all of the 
Western Hemisphere are held by 
C, E. Emmer & Co., 75 E. Wacker 
Dr., Chicago. 


RFI Appoints Manders 


Ronnie Manders, formerly pub- 
licity manager of Standard Radio 
Transcriptions and West Coast 
representative of Music Business 
Magazine, has been appointed as- 
sistant to the publicity and pro- 
motion director of KFI, Los An- 
geles, and KFI-TV. He succeeds 
Freeman Hasbrook, who recently 
resigned because of poor health. 


Huquenin Agency Appointed 


Huquenin Co., Auburn, N,. Y. 
has been appointed to handle ad- 
vertising of Auburn Shank Co. A 
business paper campaign in the 
building supply field is being 
launched, supplemented by direct 
mail and local newspaper adver- 
tising. 


Drops Telex Account 


Campbell-Mithun Inc., 
eapolis, and Telex Inc., 


Minn- 
Minn- 
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eapolis, hearing aid manufacturer, 
have terminated their advertising 


*| relationship, effective April 1. 


wt 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5. Ulinors 


ADVERTISING PROFESSION 
s Portfolios * Advertising Specialties 


Die-Cutting * Mounting + Paper Lining, etc. 
@ SERVICE BINDERY CO., INC. © 


and subsidiary 
* SERVICE MOUNTING & FINISHING CO. 

| Plant—224) South Wabash Avenues *Chi 

New Phone—CAlumet 5-326 J 
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‘Hold your horse Paull. 


A rap for the BI nips home-planners 
are the real buying factors!” 


Huzzas and hosannas! The signal is clear: Home-planners 
demand full facts on building materials, equipment. 
appliances and home furnishings because they are 
the buyers and specifiers of products and services for 


their new custom-built homes. As known, cash-laden 
prospects, they are eager readers of the consumer 


sales literature bound into Home Owners’ Catalogs. 


That’s why Daniel Starch, in a recent survey, found 
that a consumer folder or booklet in Home Owners’ 


the families interviewed, 97% 


Catalogs gets readership as high as 85% 


! And, of 
kept their Home 


Owners’ Catalogs at their fingertips during planning 
and building stages—and long after. 


Alerted manufacturers hasten to insert their descrip- 


For complete in- 
formation about 
Home Owners’ Cata- 
logs see the Con- 
sumer Magazine 
Section of Standard 
Rate & Data Service 


Catalogs . 


tive, detailed consumer literature in Home Owners’ 
. thus tying in with the greatest single 


factor of buying influence where homes are built to 


owners’ orders. 
You'll be aroused by Dr. 


you can boost your 1950 sales! 


Starch’s findings about the 
rich Home Owners’ Catalogs market. 
and nab your copy of the full Starch report 
Write to Dept. 


Get on your horse 
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" | Havoline Oil Gets 
\,| Wide Ad Support 


New YorK—Texas Co. is spread- 
ing promotion for its new Havoline 
motor oil across a broad schedule 
that embraces magazine, radio, 
television, and outdoor posters, bu‘ 
so far has omitted newspapers. 

With copy headlines pushing the 
product as “custom made Havo- 
line—the best motor oil your 
money can buy,” magazine copy 
is breaking in the American Legion 


+ aie 


© use an euporteneet ° 
* MAIL ORDER: 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


Plaza 7-1355 


America's 


_ FOREMOST 
| TOY TRADE 


‘Magazine 


Only ABC Toy Poper 
| Oldest in Field 
Leads in Lineage 
Write for New Market 
Data Folder 


| McCREADY PUBLISHING 
71 W. 23rd N.Y. 10 


Magazine, Collier’s, Life, Look, 
Pathfinder and some 15 farm jour- 
nals. 

The company’s “Texaco Star 
Theater,” beamed over NBC-TV 
with Milton Berle, will continue 
to feature Havoline. News broad- 
casts sponsored by the company in 
Florida, Montana and Texas will 
give the product radio promotion. 

Handling of Havoline advertis- 
ing is split among three Texas Co. 
agencies. Erwin, Wasey & Co. is 
placing the print schedule and 
radio programs, while Kudner 
Agency produces “Texaco Star 
Theater.” Cunningham & Walsh 
handles outdoor promotion. 


Murray Beckford Joins IPI 


Murray A. Beckford, formerly 
general manager of Sleight Met- 
allic Ink Co. of Pennsylvania, 
has joined the sales staff of Inter- 
national Printing Ink division of 
Interchemical Corp., New York. 
He will serve in a special sales 
capacity, working out of the New 
York office under W. F. Cornell, 
eastern district manager. 


it pays to use fer | 
both hands -<e 
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To grab the rich payload 
In Big St. Louis 
(America’s 8th largest market). 


Pushing for business 
Requires a 
“Two-hand-grip” with 
Substantial schedules in the 
St. Louis Star-Times. 


More than 180,000 responsive 
Star-Times-reader families 


Give you the essential 
LOW COST PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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The Eye and Ear Department 


— 


This reviewer has never been able to share the enthusiasm fgg 
Abe Burrows in his publicity releases. After seeing the “Abe 
Burrows Almanac,” starring Abe Burrows, he is more than eye, 
convinced of the soundness of his opinion. The Almanac part of 
the show isn’t bad (the introduction of various vaudeville acts, 
a la Berle, Sullivan, et al), but the Abe Burrows part could wejj 
be dispensed with. 

Burrows has several defects. First of all, he gives the impres. 
sion that a stagehand has mistakenly got in front of the cameras 
instead of the star. His bald head, his tortoise-shell-rim glasses 
and his general dumpy appearance are not at all helped by his 
complete lack of presence. His voice sounds something like Eq 
Wynn’s but without Ed’s wild enthusiasm. And, lastly, Burrows 


tries too hard. He reminds this reviewer, at least, of a fat Bab. 
bit who imagines himself somewhat of a card and insists ‘on 
getting out front to entertain the boys. It’s slightly painful, 
watching Burrows—especially when he makes a crack he ob- 
viously thinks is hilarious and nobody laughs. 

Every ten minutes or so, of course, he gets off a priceless 
crack—particularly in some of the songs he writes and sings, 
But three or four itsy-bitsy one-second-consuming cracks are 
insufficient to sustain a half hour show. This reviewer under- 
stands that Burrows got where he is by proving the life of many 
Hollywood parties. Hollywood parties being what they are, next 
time yours truly tunes in the “Abe Burrows Almanac” he’s go- 
ing to get himself stinko first. Maybe that way Abe Burrows is 
funny. 


sn 


North American's 
Coupon Ad Brings 
High Return: BofA 


New YorK—By switching al- 
most identical copy from other 
media to daily newspapers, North 
American Insurance Co. has low- 
ered inquiry costs and increased 
“substantially” its conversions of 
inquiries into sales, according to 
the Bureau of Advertising, ANPA. 

In the March issue of its “Ad- 
vertising Facts,” the bureau notes 
that North American began its 
media shift in 1945. At that time 
a test in a single newspaper 
brought a gain of 20% in inquiries, 
in relation to circulation. Later 
tests had similar results. Today the 
company puts 75% of its annual 
ad fund of more than $100,000 into 
dailies, the remainder into fra- 


agency, has the ad set by each 
newspaper, in order to achieve 
close resemblance to its editorial 
matter. 


Pond's Extract Co. Names 
Three New Sales Executives 


Pond’s Extract Co., New York, 
manufacturer of facial creams and 
tissues, has appointed Edward D. 
Lane, formerly sales manager of 
Lamont, Corliss & Co., as vice- 
president and director of sales. 

Announcement of his appoint- 
ment was made with the establish- 
ment of a new Pond’s sales staff. 
F. H. Orr, formerly assistant sales 
manager of Lamont Corliss & Co., 
has been named sales manager and 
Leslie M. Faulds, previously man- 
ager of Pond’s sales department, 
has become merchandise manager. 


Opens Chicago Office 
Industry & Power, St. Joseph, 


Franklin Bruck Advertising, the {! 


ternal and religious publications. 


a North American has used vir- 
tually the same ad, with occasional 
copy changes, since 1940—an all- 
type 1,000-line insertion bearing 
a coupon. In 1950 it will run in 
30 to 60 newspapers at four and 


Mich., has opened a Chicago office 
at 333 N. Michigan Ave. The new 
office will be headed by L. E. 
Crist, vice-president of the publi- 
cation and general manager of the 
Chicago district. Justin Hannon 
has been named Industry & Power 
representative for the West Coast 
district, with headquarters at 2710 


dvertis 
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six-week intervals. Crenshaw Blvd., Los Angeles. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 @ Chicago 7, Illinois 
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all LITTLE ADS, BIG DRIVE—Switzer Licorice Co., St. Louis, through Kane Advertising, 

lasses Bloomington, Ill., is running two-column by 2” ads like this in American Magazine, 
Collier's, Life and The Saturday Evening Post, and they constitute the largest ad 

wT campaign in the company’s history, along with new point of sale material. 

TO gs ’ . 

Bab- |)Many ‘Non-Grocery’ Products Losing That 

S On f 

nful, ||Status, Riesz Explains to NY Media Men 

m_!) 


New YorK—The accelerating drug stores—once the primary out- 


eless rend to grocery outlets in the dis- | let-—16.6%. 
‘ings. ribution of “non-grocery” pro-| Packaged ice cream displayed a 
; are ucts is amply evident in con-|still stronger trend, with 73.3% 
ider- umer panels conducted by daily} of sales accounted for by the food 
nany ewspapers, Harold Riesz, re-|stores. Drug, stores sold 13.5%, 
next arch director of Scripps-Howard | and ice cream and dairy bars 6.9%. 
} go- ewspapers, told the Media Men’s 
vs is |}Association of New York. @ The druggist, who for many 
A Chicago Tribune panel report| years has fought grocery store 
last fall, for example, showed that|competition, lost heavily in the 
165.8% of floor wax sales were tak-| years 1947-48, according to figures 
ing, the [ins place in grocery stores, while taken by Mr. Riesz from the Knox- 
y eachjnardware and paint stores sold ville News-Sentinel’s panel stud- 
achieve 12.9%, department stores 11.6%, | ies. 
ditoriai variety stores 3.4% and 63% He presented these grocery store 
oved house-to-house. percentages of total sales in that 
In the same study, the picture|market (1949 figures are not 
: or facial tissues was: grocery | available): 
ores, 70.4%; department stores, , 
dpe 4%; variety stores, 2.2%; and nme — siga8 
York, Face Cream 1.6% 3.9% 
Hand Lotion 4.5 11.7 
Shampoo 14.8 20.8 
Shavigog Cream 6.7 9.2 
Toothpaste 19.0 24.8 
Tooth Powder 6.5 16.6 
Only one major drug item 


stocked by both types of stores— 
laxatives—reversed the trend. The 
groceries’ share of this volume fell 
from 17.4% in 1947 to 13.7% in 


1948. 
tment, a Mr. Riesz was one of three 
nager.| If you have| YOUNG luncheon speakers who described 

various consumer research pro- 
| ideas... Read jects conducted by newspapers. 
oseph, The others were Jack Kelly, gen- 
office CAS MOPOLITAN eral advertising manager of the 
e New York World-Telegram & Sun, 


on grocery store inventories, and 
Arthur Hall, Milwaukee Journal, 
on the annual consumer analysis 
of brand preferences. 

Claiming that his newspaper 
had achieved optimum sampling 
accuracy with a panel of 200 stores, 


If you're selling people 


with [YOUNG] ideas as 


BuY COSMOPOLITAN 


America's Most Exciting Magazine 


Mr. Kelly declared the inventory 
“can prove that in most instances, 
as the use of newspaper space in- 
creases, the cost of moving a given 
volume of goods decreases.” 

The W-T’s inventory, he ex- 
plained, measures costs of every 
type of advertising, prorated for 
the market, along with the sales 
tallies. It now includes moré than 
600 items in 60 product classifica- 
tions. 

Mr. Hill said consumer analyses, 
which cost the newspapers $10,- 
000 to $20,000 a year each, meas- 
ure what are likely to be the more 
permanent trends. 


Develops Portable Printer 
General Photo Products Co., 
15 Summit Ave., Chatham, N. J., 
has announced the development of 
a portable printer, called Fairchild 
Copy-Roll, and manufactured by 
Fairchild Aerial Surveys Inc., Los 
Angeles. The electrically operated 
Copy-Roll will duplicate written, 
typed, printed, drawn or photo- 
graphed subjects. Various sizes are 
available from 8%x11” to a table 
model 30x42” in a price range from 


Penton Elects Ofticers | 


Penton Publishing Co., Cleve-| 
land, has elected the following 
officers: Earl L. Shaner, chairman 
of the board; George O. Hayes, 
who has been president, president 
and treasurer; Russell C. Jaenke, 
vice-president and director of ad- 
vertising; Frank G. Steinebach, | 
vice-president and secretary, and 
Robert W. Coleman, assistant | 
treasurer. 


Stanley Co. Names Kilcran 


John T. Stanley Co., New York, | 
manufacturer of toilet and laundry | 
soaps, has appointed J. W. Kilcran, 
formerly a free-lance sales con-| 
sultant and before that a merchan- 
dising executive with Colgate- 
Palmolive-Peet Co., as sales man- 
ager. 


FILMACK 


1335 souTH 
WABASH AVE. 
CHICAGO 


HA. 7-3395 


FISHING BOATS 


24,071 powered fishing boats in the South, 
offering . 


dere, BUYING POWER 
WRITE FoR RATES AND MARKET DATA 
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$19.50 to $500. 


IN SEATTLE THE SWING IS TO THE P.-I. 
WITH A SIX-MONTH GAIN OF 17,786! 


Let’s look at the record! The last Audit Bureau of Circulation state- 


ment (September 30) shows that The Seattle Post-Intelligencer is 


far in the lead in daily circulation gains . . . showing an increase of 
17,786 in six months. This solid gain in readership shows a growing 
preference for this newspaper. In Seattle the swing is to The P.-I. 


Buffalo’s 


LARGEST... 


Newspaper 


284,000* SUNDAY CIRCULATION: 
AND GROWING EVERY WEEK 


Blankets the great 8-county mark ; 
et of Western Y. 
where more people live than in any one of base 


~—and where retail sal ; 
of 17 states, In ‘illien are greater ome in any one 


this market of 1,400,000 
your dollar in Courier. 
Express buys greater 
impact on the families 
with more money to 


THE SECOND PAPER LOSES CIRCULATION 


During the same period of time, the second Seattle newspaper lost 
2,384 daily readers. As an advertiser, you are interested in this 
growing Seattle area . . . and in the newspaper that is growing in 


reader acceptance. Gear your advertising message to the Pacific 


Kua 


Northwest’s forward marching newspaper . . . the Seattle Post- 
Intelligencer. 
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Voice of the Advertiser 


Takes Issue on Station's 
Stand on Per Inquiry Deals 


To the Editor: The writer is 
somewhat behind in his reading, 
which accounts for the fact that he 
has only now discovered the letter 
of Earl H. Huth, manager of 
WHBY, Appleton, Wis., in the Feb. 
13 issue. And at that he would 
have passed that missive as “un- 
important,” were it not for his 
unwarranted and insulting refer- 
ence to concerns looking for op- 
portunities to get advertising on 
a P. I. basis as “outfits who try to 
leech time.” 

As I view the situation, Mr. Huth 
is all wrong. Any publication or 
radio station is nothing more and 
nothing less than a glorified sales- 
man. As is the fact with any sales- 
man, it prefers a SALARY to a 
COMMISSION—but in the same 
token, many a salesman who meets 
a prospective employer cannot get 
a “salary’—and when he thinks 
enough of the sales possibilities of 
an item through his work, he ac- 
cepts a commission. Now where is 
a dealer a leech if he cannot pay 
regular space rates, and instead 
proposes a deal whereby he gets 
the facilities of the magazine or 
station on a P. I. basis? If it does 
not pay the publication or station, 
they will fast enough eliminate the 
offender; and, reversely, if a man 


This department is a reader’s forum. Letters are welcome. 


who has the means of paying space 
or time rates finds that the medi- 
um does not bring results, he will 
quit the medium. But, is the me- 
dium “leeching” on a paid adver- 
tiser who does not get results, or 
does Mr. Huth want to imply that 
all he is after is the money, and to 
perdition with what the advertiser 
gets for it? Is he not interested 
that the advertiser gets results? 
He cannot possibly be heard to say 
that all he wants to sell is time— 
and not results. 

The view presented by Mr. Huth 
is very nearsighted. A judicious 
consideration of an article offered 
on a P. I. basis might develop an 
advertiser who cannot at first pay 
space rates to an extent where the 
advertiser will at some time switch 
from one method of payment to the 
one Mr. Huth apparently prefers. 

My firm has in the past obtained 
very satisfactory results from the 
standpoint of the media involved 
through such arrangements—not 
because the medium was good, but 
because our offerings appealed to 
the audience of the medium. One 
station or one magazine can sell 
certain items, another other items. 
Just to cite an instance: We are 
handling the nationally advertised 
Master Addresser, an inexpensive 
addressing machine which practi- 
cally anybody can use in his busi- 
ness, and save money with. Now, 


THE LOUISVILLE TIMES 4 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


what medium did we find to pro- 
duce the best results? You’d never 
guess ‘it. Esquire brought far more 
results than any other medium— 
much as Esquire is associated in 
the minds of most people with be- 
ing read only for its fine pictures 
of the female form divine. Now, 
we won’t ask the Mexican mail 
order radio stations to attempt to 
sell the addresser; but we have 
some other items we can sell 
equally well through both media, 
and we do sell that way. Now we 
do not want anything for nothing, 
and we are certainly not leeches. 
Circumstances alter cases—and Mr. 
Huth should mend his ways—and 
his manners. He may some time 
make some money that way. 
H. Ety GOLDSMITH, 
Empire Specialty Service, 
Long Island City, N. Y. 


Critic Blows off Steam 


To the Editor, attention the 
Creative Man: I am enclosing an 
ad which ran in the Feb. 18, 1950, 
issue of The Saturday Evening 
Post. I felt compelled to comment 
on it as I strongly believe that ad- 
vertising such as this does not do 
anyone any good whatsoever. It 
doesn’t help advertising—and it 


‘Does this look familiar 7” 


>. Neat time this happens to you, here's something you might 
f — phink abont: 


We have railroads to curry freight — all sorte Of freight. ~ 
i nay quantity, for anybody, to any partof the coutry, ¢ 
y in ate season, of the year, ; 
f These railroads are hailt for heavy-duty hauling + tore e 

“gy than ewer alter the four billion dollan they have spent” 7 
for bxprovement since the end of the war. ° tet 
} 


And the more freight raflraads are called upon to carry, 4 
the more efficiently and economically they can do the job 
— and ut the same time your public highways will be bag 


i ; 
expensive to inaiatain, safer and more convenient to tise, 
: q 
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certainly doesn’t help the Asso- 
ciation of American Railroads. 
One thing I sincerely believe in 
is that “if you can’t compete on a’ 
clean basis, you aren’t worthy of 
competition.” 

If the railroads can’t carry 
freight cheaper, handle it better, 
make better delivery service than 
the trucks, then something should 
be done about that, rather than 
take a swipe at the competition. 

It’s like the boy who’s been go- 
ing steady with a girl and sud- 
denly finds he’s getting a little 
competition from another boy 
down the block. Instead of work- 
ing on the girl and making a better 
presentation to her, he spreads 
rumors about the other kid: “His 
mother’s an idiot”—‘He has hali- 
tosis’—“He doesn’t change his 
shorts every day.” Human nature 
dictates who gets the girl—and 
human nature dictates who gets 
the business. 

Anyone who drives the highways 
at all, knows that the truck drivers 


are the most courteous, the most 


thoughtful and the safest drivers'every last comma, despite yoy 


on the road. And any driver can 
use them to his advantage rather 
than his disadvantage. 

So I’ve blown off enough steam. 
I just guess I expect more than 
this from the so-called “big boys”; 
this sounds like the little guy over 
under the table who is trying to 
make a few fast bucks. 

JAMES BURCH, 

King, Ackerman, Deckard & 

Burch Inc., Phoenix, Ariz. 

The Creative Man, to whom this 
letter was addressed, has the fol- 
lowing to say concerning it—‘Very 
sound criticism. Not only would it 
be impossible, impractical and im- 
politic to remove all trucks from 
the highways, but if it could be 
done, the railroads _themselves 
would suffer—since most of them 
are very deeply in the trucking 
business. Who’s blasting whom 
here?” 

e e 


Reprints AA Survey 
of Antihistamine Sales 

To the Editor: In the March 
issue of North Western Druggist 
we featured an article on anti- 
histamines, covering the various 
tests made by the government and 
industry. 

Our readers, I think, would be 
most interested in the story of 
the selling job being done in some 
drug stores which was published 
in the Jan. 30 issue of ADVERTISING 
AGE. We would be most grateful if 
we might have permission to re- 
print the material, giving ADVER- 
TISING AGE the proper credit, of 
course. I should like to use this in 
the April issue now being made 
up, so I.would appreciate hearing 
from you concerning this matter 
at your earliest convenience. 

E. M. DOcKSTADER, 

Associate Editor, North West- 

ern Druggist, St. Paul. 

eee 


Sees Dim Hope in Future 
of ‘Streamlined Coffins’ 

To the Editor—Re your Feb. 27 
editorial on common sense auto- 
mobiles: 

Unfortunately common sense has 
no more to do with comfort in 
automobile bodies than in women’s 
fashions. A representative of one 
of the big three told me they are 
making what the females like. As 
long as we are saps enough to 
buy the streamlined coffins into 
which industrial designers have 
seen fit to squeeze us, conditions 
will get worse, if that’s possible. 

J. S. VoceEt, 

Joseph S. Vogel & Co., New- 

ark, N. J. 

e ee 


Writer ‘Ain't’ Sensitive 
But Finds ‘Death’ Irreverent 

To the Editor: This morning I 
picked up an AA (March 6 issue), 
devoured your “letters welcome” 
column, and decided to pinch hit 
for a Missouri fellow (one David 
C. Chopin, by name) who, inci- 
dentally, didn’t really need to be 
pinch hit for, since he knew what 
he was talking about, and did fine 
all by his little self! 

Anyway, this is the story! I’m 
not questioning the devoutness of 
one “Luigi Pacelli,” who allegedly 
posed for the “Death of a Sales- 
man” sequence in your Feb. 6 edi- 
tion, nor am I questioning his re- 
lationship, authentic or imagined, 
to His Holiness, Pope Pius XII. 

This I know: David and the 
writer think along the same lines 
when it comes to flippantly tossing 
the liturgy of the Roman Catholic 
Church across your sheets in so 
unconventional, and certainly un- 
orthodox a manner. 

Your “Sensitive Soul” caption 
was completely out of order... 
cuz’ this writer ‘ain’t’ sensitive, 
and I find your ‘death sequence’ 
decidedly irreverent! One need not 
fit that tag to qualify for objec- 
tions to your comic-aster! Mr. 
Chopin’s comments are justified to 
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heavy demand for reprints! 

Rah, Rah for laughs and » 
that...I like to laugh as welj,, 
the next person...and so do th, 
other 26 million Roman Ca 
in these United States, but ¢ 
don’t step on our liturgical tog. 
too hard! 

Lois Kay WILLarp, 

Advertising Department, Or. 

ange-Crush Co., Chicago. 


We’re glad Miss Willard is ny 


“A small town 


but we do business 
on a big scale in 


Salem, Ohio’ 


FLASH! Sam Keener, head of 
Salem, Ohio, Engineering 
Company, recently finished a 
45,000-mile trip. Made sales 
talks in 14 languages. His com- 
any is busy filling more than 
7,000,000 finalized contracts 
from 5 countries. He is the 
man who created his own gold 
braided flier’s uniform which 
helped him cut red tape and 
get immediate interviews with 
the great and near great. 
Traveling in his own DC-4 
Skymaster with a crew of 6, 
this 6l-year old youngster did 
what others would like to have 
done—get in, tell his story, and 
come out with an order. 


Other industries that have 
helped give us 
$21,380,000 in retail sales 


Mullins Mfg. who make 
Youngstown Kitchens. The El- 
jer plant, who make bathroom 
fixtures. The Deming Com- 
pany, world famous pump 
manufacturers. E. W. Bliss, 
makers of press machinery. 


A lot for a little 


Salem, Ohio, is blanketed by 
the Salem News. For 4¢ a line 
you can tap every home in 
town, plus most of the trading 
area. In town we have 14,500. 
The trading zone gives you 
another 40,000. 

May I send you our new mar- 
ket data folder? 

For a test campaign or a reg- 
ular schedule, Salem is it. My 
time is your time when you 
at something done in Salem, 

oO. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 

SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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te Your stioning the devoutness of Lui- 
! ; Pacelli nor his relationship to 
and Pope Pius XII, although her com- 
Well a; | ments suggest that she is question- 
| dO the ing these facts. 

‘atholies BW The salesman in the strip is 
Carefy] Buamed Luigi Pacelli (no quotation 


arks necessary) ; he is ad member 
pf the sales staff of Ethicon Lab- 
pratories; he is a devout Roman 
atholic and according to our in- 
ormation goes to church daily; 
nd he is a nephew of Pope Pius 
XII. 


Optical Ads Stress Proper 
onditions for Televiewing 


To the Editor: Enclosed is a 
ries of current optical adver- 
isements—a campaign which we 
believe may interest your readers 
because of its relevance to a pre- 
alent question: “Is_ television 
harmful to the eyes?” 

This campaign was prepared 
by Stubbs & Montgomery Inc. for 
bur client, The House of Vision. 
you will notice, we have 


out of tune 


recent 
medical journel—is not 


= harmful to the eyes. But your 
is com eyes may feel the effects of strain if 
re than you view TV to excess, or if your set isn't 
properly adjusted. Maybe you're using an 
ntracts indoor antenna in a situation where an outdoor 
1s the aerial is necessary to give greater signal strength as 
vn gold well as a “snow” free picture. Remember, too, a TV screen 
- is ten or more times brighter than a movie screen—and, asa 
which recent survey® showed, many owners are in the habit of 
and turning up brightness and contrast above a comfortable 
pe r and safe viewing intensity. So check yourself on these 
vs with points. Then if you still have trouble with your eyes, it 
‘eat. would be wise to have them examined. And should 
- your eye physician prescribe glasses, insist upon 
the technical accuracy of House of Vision. 
DC-4 *by TV researchist, Philip Lewis, M.A. 
v of 6, (QUNSULT AN EYE PHYSICIAN (M.D.) FOR EYE EXAMINATION 
ter did ee 
1 have che Fhouse of Vision 
BRLGARD.SPERO, INC. 
ry, and Craftsmen in Optics 
er. 3 NORTH MICHIGAN + 100 NORTH MICHIGAN 4753 BROADWAY 
HIGHLAND PARK + OAK PARK 
AURORA + DES MOINES FREEPORT 
MILWAUKESR MINDEAPOLIS MUSKEGON 
have 


stressed in every ad (with authori- 
ative reference) that television in 
tself is not harmful to the eyes 
hen viewed in accordance with 
ertain conditions. The purpose of 
is series was to inform the pub- 
ic of the proper procedure for 
-viewing to avoid eyestrain. 
This campaign has just com- 
leted its run in the Chicago Daily 
ews and is now appearing in 
ewspapers in Milwaukee, Minne- 
polis and Des Moines where 
ouse of Vision branches are lo- 
cated. 


H. R. WILLIAMs, 
Stubbs and Montgomery Inc., 
Chicago. 
eee 


‘Networker’ to Reproduce 
Story of Agency Choice 
To the Editor: May we have 
your permission to reproduce the 
article appearing on Page 20 of the 
Feb. 27 issue of ADVERTISING AGE, 
in our monthly publication, the 
“Networker”? 
Not only is this of interest from 
the standpoint of agency solicita- 
tion, but since it deals with an ac- 
count landed by one of our mem- 
bers and network membership was 
a factor in obtaining this account, 
I am sure that it will be of con- 
siderable interest to our group. 
Naturally, the usual credit will 
be given to ADVERTISING AGE. 
FRANK JAPHA, 
Executive Secretary, National 
Advertising Agency Network, 
Clayton, Mo. 


To Wasser, Kay & Phillips 


Isaly Dairy Stores, Pittsburgh, 
’ appointed Wasser, Kay & 
Phillips, Pittsburgh, to handle its 
account. Plans are being made for 
a spot television campaign, a new 
Medium for the company. The 


account was formerly handled by 
Smith, Taylor & Jenkins. 
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Relationship of TV 
and Sports Studied 


Los ANGELES—Sponsored by the 
television committee of the Los 
Angeles Chamber of Commerce, a 
study is under way to examine 
sports telecasting, with the aim of 
“achieving healthier TV-athletics 
relationships.” The study will be 
made by representatives of sports, 
television, and public interests. 

Directing the study is Arthur F. 
Kelly, vice-president of Western 
Air Lines, who describes it as a 
cooperative pursuit of these ob- 
jectives: (1) to develop a rational, 
open-minded, business-like inter- 
pretation of the relationship of 
sports and television; (2) to estab- 
lish a common ground for sports 
and television to base present and 
future policies and their relations 
with each other, in the light of 
public interest and community ad- 
vancement. 


s Public service aspects will be 


studied by two groups, one headed 


by William H. Nicholas, manager 
of Memorial Coliseum, for sports, 
and H. L. Hoffman, television set 
manufacturer, for television. 

Serving on the review board 
will be Bert Lynn, publicity and 
advertising director, Western Air 
Lines; Edward F. Baumer, in- 
formation-research director, Pru- 
dential Life Insurance Co.; M. B. 
Finn, Los Angeles police depart- 
ment; Charles L. Bigelow, Facts 
Consolidated, and H. H. Roberts, 
public relations, Standard Oil 
Company. 


A. A. Arbetter Resigns 


A. A. Arbetter has resigned as 
sales manager and marketing 
specialist for Freydberg  Bros.- 
Strauss Inc., ribbons, because of 
the increasing demands of his own 
manufacturing business. Mr. Ar- 
better is president of Arbetter 
Ribbon & Mfg. Co., Chicago, 
maker of ribbons, ornaments and 
machine-made bows. 


Post Promotes Coatney 
Thomas L. Coatney, general 


manager of the southwestern divi- 


, a oe 


sion, with headquarters in Hous- 
ton, has been named general sales 
manager in charge of all sales op- 
erations of Frederick Post Co., 
Chicago, manufacturer of sensi- 
tized reproduction materials, en- 
gineering supplies and equipment. 
He is succeeded in Houston by 
Arthur C. Morales, formerly as- 
sistant manager. 


Jack Benny Heads List 
in Pacific Hooperatings 

Jack Benny placed first among 
the first 15 programs in the Feb- 
ruary Pacific Program Hooperat- 
ings. Charlie McCarthy ranked sec- 
ond and Walter Winchell third. 

The average evening random 
broadcast audience of the 38.9 re- 
ported is down 0.1 from the last 
report and up 0.3 from a year ago. 
The average evening rating is 10.6, 
up 0.1 from the last report and up 
0.6 from a year ago. 


Joins Royal Vacuum Cleaner 

Edwin A. Hamala, formerly re- 
gional account executive of Beau- 
mont & Hohman, New York, has 
been named to the executive sales 
staff of Royal Vacuum Cleaner 
Co., Cleveland. 


a ee ae as, eee 
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F&S&R Promotes Reynolds 

Richard F. Reynolds, formerly 
director of the film department, 
has been appointed director of 
films, radio and television in the 
Cleveland office of Fuller & Smith 
& Ross. 


What Liberty means to 
Eleanor Roosevelt 


‘Real liberty," says Mrs. Roosevelt, ‘‘can 
exist only as long as the control of the 
Government remains in the hands of the 
people.’’ 

Read Mrs. Roosevelt's engrossing and 
thought-provoking article in the April issue 
of LIBERTY. It’s something no freedom- 
loving American should miss. 

There are many other interesting 
articles, exciting fiction stories, and spe- 
cial features in this great new issue, too 
. . « imeluding one on the fabulous possi- 
bilities of electronics in the future .. . the 
use of psychoanalysis in preventing divorce 
. why industry is developing new-type 

. why labor is the world’s first 
against C i ... LIBERTY'S 
outstanding Home Section devoted to the 
problems of your family; and the exciting, 
humorous condensation of “Raising A 
Riot’’, by Alfred Toombs. 


Liberty 


AZ N 
NOW ON SALE AT ALL NEWS STANDS 


def, 


This company . . 


until the war . ; : 


the responsiveness 


HOLIDAY circulation is over 830,000. . 
Mass. The average Holiday family’s yearly 
income is approximately three times greater 
than the national average... that’s Class. 


‘ once manufactured . . . 
put them... 


sales began... 


CXS 
ae 


of Holiday’s... 


that’s 


only for the... 


into the... 


Mass-Class... 


Mass market... 


market! 


HOLIDAY . . . the most MASSive CLASS market in the world! 
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Continuous Rewind 
Projector Offered 
Video Advertisers 


New York—Conti-Movie, a new 
continuous rewind motion picture 
projector, now is being supplied 
television advertisers by the Van 
Der Schalie Corp. 


vice, permits continuous showing 
of video commercials on an un- 
usual latex rear projection screen. 
The image is visible within almost 
a 180° are and the screen gives 
perfect color rendition. 


# Television advertisers who use 
film commercials thus can show 
them in store windows, on counters, 
in exhibit booths or near their 


The machine, an automatic de-| product displays in retail stores, 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


for point of sale demonstrations. 

No tension is placed on the film 
as it runs through the projector, 
since the film is wound and un- 
wound from a motor driven reel. 

The Conti-Movie weighs 37 lbs., 
and is priced at $690 for a 400’ 
reel; $700 with a 600’ reel and $180 
for a 1,000’ reel. 

Van Der Schalie Corp.’s head- 
quarters are located at 347 Madison 
Ave., New York. 


Opens Detroit Office 


Globe-Union Inc., Milwaukee, 
manufacturer of storage batteries, 
spark plugs, roller skates and Cen- 
tralab radio products, has opened 
a sales office in the General Motors 
Bldg. in Detroit. John T. Redmon, 
with the company since 1934, will 
be in charge of the new office. 


Gets Can-Paks Account 


Bruce Engineering Corp., San 
Francisco, has appointed West- 
Marquis, San Francisco, to pro- 
mote its Can-Paks, low-cost pack- 
aging for multiple purchases of 
canned merchandise. 


DEACONESS HOSPITAL 
Spokane, Washington 


A $2,000,000 institution. 200 beds. 44 bassinets. 


ALL READ YOUR 
EXCELLENT MAGAZINE™ 


Says HORACE TURNER, M.D., Administrator 


e 
a ae Oness Hospital 
8, Mashing 


“"© Pou 


Blankets the Buying Group 


Naturally you must reach top management when 
you address the hospitals of America, now spend- 
ing far more for new buildings, improvements, 
and equipment than ever before .. . 

BUT, you also need coverage of the depart- 
ment heads who use and specify products and 
services. If it’s a food product or equipment item, 
you must talk to both the superintendent and the 
dietary department head; if it’s linens or blankets, 
to the housekeeper as well as the administrator; 
if it’s a surgical item, to the surgical supervisor or 
superintendent of nursing, etc. ... 

And HOSPITAL MANAGEMENT gives you 
coverage of the administrators, all right — largest 
net paid ABC hospital coverage ever offered by 
any hospital publication at any time. 

But more than that, HOSPITAL MANAGE. 
MENT gives you penetration to every level of 
buying influence! Because it is editorially depart- 
mentalized to coincide with the departmentaliza- 


pital market! 


—_ 


pn E. OHIO STREET 


gest net paid ABC hospital circulation. 
Wyers extremely revealing new surveys are 
ow available— one covering architects, 
jJenother covering food and equipment. 
Read them peters ae write another space 
ii. order in this field 


in Hospitals 


tion of the hospitals themselves, 88.56% of admin- 
istrators regularly direct the magazine to those 
department heads on whose recommendations 
they make purchases! 

Here’s coverage! Here’s penetration! Here’s 
the type of readership you must have to do an 
adequate selling job in the going, growing hos- 
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The Creative Wlans Corner 


The Corner would like to point out several glaring over- 
sights in this Celotex ad. The headline, if your eyesight’s get- 
ting bad, reads: ““How Leading Lumber Dealers and Builders 
Can Help You Build this Quality Home Right Now, on a 
Thrifty Budget!” 

Nowhere, however, is any explanation given of what a 
“thrifty” budget is. The nearest the copy comes to this is to 
say it can be built right now “at common-sense cost.” But 
what might be common-sense to one man may be uncommon 
dollars to another. At least the Celotex Corp. could have 
given some approximate cost, depending on locality. 

Then The Corner was quite intrigued with the picture puz- 
zle technique of locating the paragraphs marked (1), (2), 
(3) and (4) with the sections of the house similarly marked. 


‘Build this — Home Right Now, , 
Ma a Thrifiy Budget! _ 
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(1) has to do with Celotex Double-Waterproofed Insulating 
Sheathing—which, the copy says, takes the place of ordinary 
Sheathing, and forms the protective layer between framing 
and wall exterior. Is there a builder in the audience—who 
can explain some of these terms? 

If there is, he might help out on (2), also. (2) says that 
Celotex Insulating Lath “forms a rigid inside wall of insula- 
tion, providing a strong, rigid, continuous plaster base that 
reduces danger of plaster cracking.” On the picture, (1) and 
(2) cover the same section of the house—which seems to be 
made of boards, nailed vertically. Is this realiy plaster made 
with a new kind of base—the way so many enamels have a 
Bakelite base today? 

With so many people hungry for low-cost housing, and so 
few housewives up on the jargon of the building industry, 
The Corner thinks Celotex could go a little more into detail, 
a little less into language that only builders—and maybe 
lumber dealers—understand. 


Shaw Joins Radio Sales Worrel Joins Caire Agency 


William D. Shaw, assistant sales Ronald A. Worrel, formerly ac- 
manager of the Columbia Pacific! count executive of "the New Or- 
Network and KNX, Los Angeles,| leans Times-Picayune, has joined 
will join the New York office of Caire Associates, New Orleans. 
Radio Sales, radio-TV station rep-, He will serve as a contact man in 
resentative division of CBS. both general and retail fields. 


G.R.GRUBB & CO. 


CHAMPAIGN, TLLINOIS” 
TELEPHONE 5209 


COMBINED to cive You ." arnsts 


BETTER SERVICE AND FINER : : ENGRAVERS : ; 
ENGRAVINGS—At the Right Prices = ost oceapuers .° 


WRITE OR CALL THE NEAREST PLANT ° 
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PEORIA ENGRAVING CO. 


WREGQIGaA, tttiners 
‘TELEPHONE 4-7197) 
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salt Meerising Ave, March 20,1950 
—~ Bean Tells How 
_ | \furtis Delivery 

= | fest Operates 


PHILADELPHIA—The Curtis deliv- 


. sales plan is headed for suc- 
bs sss, Harold J. Bean, vice-presi- 
ut t and subscription manager 
ay r Curtis Circulation Co., firmly 
“ lieves. 

: Mr. Bean, who is in direct 


arge of the new plan, which is 
esigned either to maintain or 
wer present costs of mail sub- 
riptions in case postal rates go 
p, told ADVERTISING AGE that 
ponsors are satisfied with the 
an in three cities. The plan in 
eading has already been tried 
ith success. Other cities where 
he Curtis publications and other 
agazines are developing the sale 
d delivery system are South 
end, Ind., and Columbus, O. (AA, 
arch 6). 


He also disclosed that other 
ities where the plan will be tried 
pclude Toledo, Cincinnati, Pitts- 
urgh and Baltimore. In addition, 
urtis is continuing deliveries in 
renton, N. J., and Wilmington, 
el., through its wholesaler opera- 
ion, and in Cape May County, N. 
, through a newspaper delivery 
“In order to reduce the delivery 
pst per copy,” Mr. Bean told AA, 
e are attempting to combine 
he functions of delivery and sell- 
hg in one man, just as the bread 
han or milk man sells and de- 
vers his products to your home. 
each city we have a local sub- 
ription manager, who is in charge 
delivery and sales in that city. 
. Inder his direction are a number 
assistant local subscription man- 
gers, who actually make deliver- 
bs part of the time and use the 
alance of their time to make sales 
f both new and renewal sub- 
riptions. 


*S a8 2f31 S&S 


ve 


“Each man has a well-defined 
erritory, which is small enough 


CLEARED UP—Crystal 


Canning Co., 

Frankfurt and Traverse City, Mich., has 

had its line of apple juice and cherries 

repackaged as shown here, by Raymond 

Loewy Associates. The label is white, let- 

ters black, and the fruit illustration in 
color. 


so that deliveries may be made 
quickly and efficiently and the 
man may know his individual cus- 
tomers. These men are employes of 
Curtis Circulation Co., so that full 
control may be exercised and real 
service be given to subscribers of 
the publishers participating in this 
plan. While our experience is 
somewhat limited as yet, the re- 
sults to date encourage us to be- 
lieve that the plan may be suc- 
cessfully expanded and take in 
other forms of delivery and selling. 

“A very interesting feature of 
the plan is that copies are deliv- 
ered without the usual label and, 
since the copies are shipped in 
wrapped bundles directly to an 
individual city, each copy is fresh 
when it is delivered. 


a “We feel very proud of having 
pioneered this new plan. We also 
feel that we are doing the industry 
at large a very real service, at very 
little additional cost over exist- 
ing second-class rates, during this 
development period. And, it should 
be pointed out, the additional cost 
results entirely from a small in- 
crease in fulfillment and shipping 
costs, where it is necessary to 


break up a carload lot for separate 
shipment into one of the cities.” 

In addition to The Saturday Eve- 
ning Post, Ladies’ Home Journal 
and Holiday, publications currently 
participating are Better Homes & 
Gardens, Coronet, Cosmopolitan, 
Esquire, Good Housekeeping, Mc- 
Call’s, Redbook and Sports Afield. 
Several other publications may 
join in the experiment. 


5.44% of Drug Items 
Sold Door-to-Door 


New YorKx—House-to-house 
sales accounted for 5.44% of total 
1949 sales of 86 products regularly 
sold through drug stores, according 
to a survey made by Drug Topics, 
reported in its March 13 issue. In 
1948 the same sales accounted for 
5.23% of the total. 

Leaders among drug items sold 
door-to-door were: (1) hair 
brushes, 55% of total sales door- 
to-door; (2) toilet brushes, 44%; 
(3) furniture and auto polish, 
25.4%; (4) electric heating pads. 
22.5% and (5) tooth brushes, 20%. 

Biggest gain among the leaders 
in 1949 was recorded by electric 
heating pads, whose house sales 
accounted for only 13.5% of the 
total in 1948, compared with 22.5% 
for last year. 

Declining business activity is 
mainly responsible for increases in 
house-to-house sales, Drug Topics 
observes. This, it says, is because 
rising unemployment drives many 
people into door-to-door selling 
who were in other occupations be- 
fore the decline. Also, a drop in 
sales volume encourages many 
consumer goods manufacturers to 
employ this method to increase 
sales. 


Gerome Appoints Holtzman 


Bud Holtzman has been named 
head of the television department 
of Gerome Advertising, St. Louis. 
He is a former radio scripter for 
Playmakers Production Co. 


Appoints Frohlich Agency 
Johnson & Johnson, New Bruns- 
wick, N. J., has retained L. Froh- 
lich & Co., New York, to handle the 
advertising for its dental division. 
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Dumm Sells Out At Universal 


Purchase of complete control of 
Hollywood Universal Recorders, 
Hollywood, by buying the interest 
of Wesley I. Dumm, has been an- 
nounced by Arthur B. Hogan, sec- 
retary-treasurer of the company. 
Universal is capitalized at $500,000 
with $250,000 in capital stock. Mr. 
Dumm, a pioneer in West Coast 
radio, will leave Hollywood to de- 
vote full time to his four stations 
in San Francisco: KSFO, KPIX- 
TV, and short wave stations KWID 
and KWIX, now being used by 
the State Department. 


Expands Financing Program 


Westinghouse Electric Corp., 
Pittsburgh, has expanded its 
“equity plan” for financing pur- 
chases of Westinghouse products 
through local banks to include dis- 
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tributor and dealer inventory and 
display stocks of air conditioning 
equipment and the Westinghouse 
Home Precipitron, an electronic 
air cleaner. 


WHAT’S GOING ON? 


+. Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive files and for de 


yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
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343 So. Dearborn St. Chicago 4 


“Peaches,” 
said the 


Musical Clock... 


@ In 1948 three carloads of Colorado 
peaches consigned to ME TOO 
Supermarkets were delayed en route 
to Cedar Rapids; the fruit arrived 
ripe. It had to be sold in one day. 


@ It was — by noon. 


@ Announcements on a single WMT pro- 


gram — the Morning Musical Clock — did it. 


@ The story of ME TOO, a regular WMT 
advertiser since the first store opened in 
1937, is told in Lightning That Talks, the 
All-Radio documentary film which depicts 
radio’s impact on the U.S.A. The peach 
sale is no fluke; ME TOO’s daily radio 
specials sell from 1,000 to 5,000 units. 
Last May 8,400 sales resulted from a three- 
for-a-dime soap offer; last November 


Jello-O at 5c brought 5,700 sales. 


No 


attempt is ever made to trade on the 
established worth of ME TOO — by 


trying to slip over a mediocre 


uy. 


Each special is an outstanding value. 
The ME TOO marketing philosophy is 
simple: buying and selling food at the 
right prices—plus smart radio. 


In Eastern lowa smart radio means W MT. 
Ask the Katz man for full details. 
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NIAA, Putman Film Under Way 


The first draft o. the story has 
been completed for the color film 
on results of industrial advertising 
which is being sponsored jointly by 
the National Industrial Advertisers 
Association and Putman Publish- 
ing Co. (AA, Oct. 24, 1949). Nor- 
man Wright is writing the script 
and Raphael G. Wolff Studios, 
Hollywood, is producing the film. 
The film is scheduled for a pre- 
miere at the NIAA annual confer- 
ence June 28 in Los Angeles. 
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RIGHT IN YOUR OWN BACKYARD 
There's untold wealth at your elbow! 
15 million Negroes spen 
dollars a year on every ty 
Reach this big buying p ic thro 
interstate United Newspapers Incr, 548 
in pers, 

Fifth Avenue, N. Y., serving Asngeten’s 
leading advertise: 


we wow have Tacs complog by he 

@ now Nave tacts com 

NOTE: Research Co. of henatiee on brand 

Eeeierences of Negroes from coast to coast. 
rite now for this free information, 


Along the Media Path 


e Convinced that many British 
manufacturers hesitate to invade 
the American market because they 
feel that it is too big or that an ad 
campaign will cost too much, Har- 
per’s Magazine is offering a bit 
of advice through an insertion in 
Advertiser's Weekly, the English 
trade paper. 

Copy in the ad cites six pointers 
on how to make small-budget ad- 
vertising successful in the U.S. 

“1. There are quite literally 
thousands of American advertisers 
whose appropriations don’t exceed 
$25,000,” says Harper’s. 

“2. Get the best advice possible 
in picking an agency. 

“3. See that your advertising 
asks for the order. 

“4. Merchandise the advertising 
... Media can and will help. 

“5. Use media that make sense. 
Put your advertising in magazines 


which give small but highly quali- 
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fied audiences... Avoid audiences 
in the millions. 

“6. Stay with the job. Buy small 
space and continuity.” 


e Broadcast Advertising Bureau 
has completed a presentation de- 
signed to assist local broadcasters 
in selling their women’s programs. 
Using art work in color and gate- 
folds, the brochure carries the 
story from general arguments to 
the specific show concerned, and 
contains space for a localized pitch. 


e The April issue of Scientific 
American will carry an article by 
Prof. Albert Einstein, on his new 
“generalized theory of gravitation.” 
Prof. Einstein will suggest to the 
layman how his theory affects re- 
search in television, radio, tele- 
phony, chemistry, biology and me- 
dicine, as well as in the electronics 
industry. 


e First issue of the new French 
edition of Science Digest made its 
appearance this month in France 
and French-speaking countzies. 
Sciences Selection, the new 96- 
page edition, will be published 
monthly in pocket-size format. The 
Popular Mechanics offices in the 
Empire State Bldg., New York, are 
American advertising headquar- 
ters. French offices are located at 
154, Rue du Faubourg, St. Denis, 
Paris. 


@ A new column for men by Bert 
Bacharach, men’s fashion authori- 
ty, has been started in the Her- 
ald Tribune edition of This Week 
Magazine. Called “Stag Lines,” the 
Bacharach column is intended to 
bring men up to date on the latest 
products that contribute to their 
comfort or better appearance. 
While there are plans to syndicate 
the column, for the present it will 
appear weekly, exclusively in the 
H-T edition of This Week. It oc- 
cupies two full columns. 

Mr. Bacharach, who is fashion 
editor of Collier’s and a writer for 
other publications, told AA that 
“Stag Lines” will be essentially a 
news column, and that it is being 
done with the consent and ap- 
proval of Collier’s and will not 
conflict with his other writing. 

Formerly men’s wear editor of 


TAKE THE CAKE~Sponsors and agencies 
received cakes in the shape ‘of miniature 
buses and street cars March 1, when 
Transit Radio celebrated its first birthday 
in Washington. Helen K. Mobberly, sales 
manager of Washington Transit Radio 
Inc., and Ben Strouse, general manager, 
light the candles. 


Arts, Mr. Bacharach writes regu- 
larly for Boy’s Outfitter, Daily 
News Record, and Men’s Wear, 
and conducts a Sunday radio pro- 
gram, “Next Week in New York,” 
on WJZ, 


e National advertising linage in 
Canadian daily newspapers for 
the month of January, 1950, was 
up 30.9%, as compared with linage 
carried in the same month last 
year, according to the Canadian 
Daily Newspapers Association. 

Local advertising linage gained 
1.4%, classified dropped 4.6% and 
total advertising linage for the 
month was up 4.9%, as compared 
with January, 1949. 


e On March 19, the Wilmington 
Sunday Star resumed publica- 
tion of its Saturday night “sun- 
down” edition, suspended eight 
years ago in an economy move. 


e J. E. Ratner, managing editor of 
Better Homes & Gardens, has been 
appointed editor, succeeding Frank 
McDonough, who died March 3. 


e Residents of 21 states, the Dis- 
trict of Columbia and one foreign 
country are among the winners of 
145 cash prizes totaling $25,000, in 
the Chicago Tribune’s 1950 Better 
Rooms competition. Top dollar 
winner was Robert F. Olwell of 
San Francisco, who won the $1,000 
first prize in the double bedroom 
class and the $500 second prize in 
the living room division. Inciden- 
tally, this is the third successive 


Pic and a staff member of Apparel 


year Mr. Olwell has been a major 


Advertising Age, March 20, 1959 advert 
a 
prize winner. tk adi 
e@ Robert A. Low, advertj 
manager of The Saturday Revipiegs 
of Literature, New York, has ban} igh 
given six months’ leave of absegg 
starting March 20, to join & “= 
Washington staff of New Yous j In 
Sen. Herbert H. Lehman. ; 
Low’s absence, his work will, 
carried on at The Saturday (Con 
view by Robert Burghardt, asm orks op 
tant ad manager, and W. D. Py. In citie 
terson, member of the executij, st radi 
staff. rating 
e To commemorate its 68th yes pate. 
of consecutive monthly public. it t 
tion, the National Battlers’ Gazety roadcas' 
New York, has redesigned the ey.f"° Soin 
tire format of its March birthday} St" 
issue, emphasizing ‘‘quickened angf’°* 
shortened editorial treatment,” angy™Y te 
giving “greater accent to the pig-p*P2"°“ 
ture story and important news de-f’®* Yai 
velopments.” The magazine, pub-}"* _ 
lished by the Keller Publishing} Ne 
Co., was established in 1882. ause 
.m., ES" 
e Omaha Radio Station Wow'spractical 
16-day “New South farm study} Sterlin 
tour” got under way last Wednes-mgs '5 
day (March 15) in a swing throughpoontims 
18 southern states and Cuba. TheMont ste 
l7-car special train is carrying} ,, 
more than 200 farmers from Ne- Tele 
braska, Iowa, Kansas, Missouri}®°: Mi 
Colorado, South Dakota and Cali 
fornia. Each day during the tourpros™@™ 
radio and TV shows will be madept Pe? 
for presentation on Stations WOV 
and WOW-TV. 


iramati 
e Audited circulation of the De-jhat ty 
cember issue of Esquire reachedjo last? 
838,911, highest single issue cir-} Lever 
culation in the magazine’s 16-yearptars ha 
history. Audit Bureau figures dur-pell in 
ing the last six months of 1949fhis see 
also set a record for the secondpnalysis 
half-year period. Total was 754,-video | 
604. The guarantee is 650,000. have I 
Barnett 
e Two months ago, the Torontobt adve 
Telegram offered free want ads toby radi 
landlords willing to accept fami-}ant 1o\ 
lies with children. Designed to as-}he cor 
sist families with children who arebake off 
living in one or two rooms, thebyt on’ 
appeal for “homes for kiddies” waSiyork ' 
featured in news stories, photos,§ inton’: 
radio spots, posters and truck bast), ° 
cards. To date, the Telegram esti- led, « 
mates that it has found suitable 
homes for about 1,300 parents and 
children. 


Fran 
umbié 


e Shirley Douglas, formerly with omg 
Parents’ Magazine, has been ap- “In 
pointed midwestern editor of idicu! 
Charm, with headquarters in Chi- ates,” 


cago. more c 
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V Revi egs Y : , sell. Hotpoint has demonstrated, 
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n st Sterling’s only television offer- | San Diego 95.9 41 89.3 107|@ Walker A. Williams, sales man- 
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om Ne. “Television is a pretty expens lot more serious. We’re bidding for 


; :foy,” Mr. Hill said. “We’re still 
r ‘Cas ying to find out what kind of 
ne tour program is going to stick in TV. 
e madefire people going to keep looking 
s Wows three hours of juggling and 
ancing? Do they want to see a 
iramatic show every night, or just 
he De-Wwhat types of TV shows are going 
reachedpo last?” 
ue cir-| Lever Bros. Co., whose stable of 
16-yearptars has been doing exceptionally 
es dur-jvell in radio rating sweepstakes 
of 1949 season, has been making an 
secondpnalysis of the over-all radio- 
s 754,-video picture. Findings to date 
00. have not convinced James A. 
Barnett, vice-president in charge 

‘orontoht advertising, that TV’s inroads 
ads to bn radio are sufficient yet to war- 
 fami-fant lowered rates. He added that 
tO aS-the company is not planning to 
ho arebake off any AM show in order to 
1s, thebut on TV shows. Lever’s only net- 
S" Wa&Sbwork TV program (other than 
photos,f inton’s Arthur Godfrey simul- 
truckpast), “The Clock,” has been can- 
n esti-beled, effective March 29. 
uitable 


ts and 


Frank Stanton, president of Co- 
umbia Broadcasting System, 
rmed the proposal that radio 
ates be lowered “ridiculous.” 

“In the case of Columbia, it’s 
idiculous to suggest lowered 
“rates,” he said. “We’re delivering 

more circulation today than we did 
=e ja year ago.” 

CBS quotes A. C. Nielsen Co. 
data—-December, 1949, and De- 
cember, 1948—to show that the 
average Columbia advertiser is 
getting 242,000 more listeners per 
program than he did a year ago. 
“People overlook the fact that 
the network has had no general 
rate increase since 1939, while cir- 
culation has gone up by leaps and 
bounds. Advertisers are getting a 
real bonus,” Mr. Stanton declared. 


s Robert Kintner, ABC president, 
and Joseph McConnell, NBC pres- 
ident, declined to comment on the 
Miles Laboratories executive’s 
“challenge” to networks. ; 
“Television is certainly cutting 
into radio’s audience, but it would 
be very difficult to evaluate this 
factor mathematically,” J. H. S. 
Ellis, president of Kudner Agency, 
asserted. 

“It seems to me,” he said, “that 
rate adjustments made with televi- 
sion in mind would be a little hard 
for the networks to apply. All 
television advertisers are not nec- 
essarily former radio users. 

“Our shows for U. S. Tobacco 
Co.—‘Martin Kane’ on AM and 
TV—were launched since TV came 
} in, for example. 

“Radio and television are two 
distinct media sold through the 
Same people and frequently used 
by different people,” he continued. 


. 
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Asking the networks to make 
their AM rates with TV in mind is 
not unlike demanding a discount 
from a publisher who is in the 
newspaper and the magazine busi- 
ness, Mr. Ellis suggested. 

The reevaluation of radio costs 

in relation to TV circulation is a 
problem that must be faced even- 
by different people,” he continued. 
tually, according to Walter Craig, 
radio-video vice-president, Benton 
& Bowles. He added that now may 
or may not be the time for such 
an adjustment, depending on 
whether the radio audience (in 
terms of radio homes) has de- 
creased since network rates went 
into effect. 
(Eprtor’s Note: Radio homes have 
increased from approximately 27,- 
500,000 in 1939, when CBS and 
NBC made their last general rate 
increases, to 40,800,000 in 1950. 
Following Mr. Craig’s formula, and 
assuming the unlikely—that all of 
the approximately 5,000,000 TV 
homes are completely lost to radio 
—the increase in radio’s circula- 
tion more than offsets its loss to 
video.) 


a “Rate changes are coming sooner 
or later,” Mr. Ellis predicted. “It’s 
just a matter of the advertisers 
putting the heat on. They put the 
pressure on by drifting away from 
network radio as more and more 
of them are doing, leaving big 
chunks of time availabilities be- 
hind. 

“The demand for lower radio 
costs has already changed the talent 
picture. Advertisers, who are shop- 
ping for shows these days, aren’t 
interested in $20,000 packages. 
They want something for $6,500 or 
$7,500.” 

Wilson M. Tuttle, vice-president 
in charge of radio and TV, Ruth- 
rauff & Ryan, believes that now is 
definitely the time for an adjust- 
ment in radio time charges. 

“Such a move would be a healthy 
one,” he said. “Television is mak- 
ing deep inroads on radio in major 
cities. Advertisers must take this 
into consideration. They don’t want 
to give up radio. It is much better 
to use both radio and TV as sup- 
plementary media. The rate struc- 
ture definitely needs some atten- 
tion if sponsors are going to be 
able to continue to do a dual job.” 


To Test Edwards TV Films 

Two Ralph Edwards NBC radio 
shows, “This Is Your Life” and 
“Truth or Consequences,” have 
been filmed by Jerry Fairbanks 
Productions, Hollywood, for half- 
hour testing on television. The 
shows are sponsored by Philip 
Morris and Procter & Gamble, re- 
spectively. 


a 


Hooper Charts 


AM Loss to TV 

in Big Cities 
(Continued from Page 1) 

ceding year. 

This gain in homes is sufficient 
to counterbalance a slight de- 
crease—4.32 hours in 1949 against 
4.41 in 1948—in average daily lis- 
tening in audimetered homes, the 
Nielsen data points out. 

In a speech before the Grocery 
Manufacturers Association some 
time ago, Mr. Nielsen reported that 
the home-hours of radio use per 
day have increased steadily from 
129,000,000 in 1943 (January- 
March) to 198,000,000 in 1948 
(January-March). 


Douglas Leigh Plans 
to Go Underground 


New YorkK—Douglas Leigh, en- 
trepreneur of skyline spectaculars, 
dirigible billboards and skywriting, 
is taking his salesmanship under- 
ground. 

He has been appointed sales 
agent for New York City’s three- 
dimensional subway advertising 
displays by McArthur Advertising 
Corp. McArthur specializes in de- 
signing and building this type of 
display for subway stations and 
railroad terminals across the coun- 
try. 

In New York, six advertisers 
now have four subways signs in 
each of six stations, for a total of 
144 displays. The clients are Na- 
tional Distillers, Cluett, Peabody & 
Co., Swift & Co., Blatz Brewing 
Co., Borden Co. and Riggio To- 
bacco Corp. (Regent cigarets). 


= Leigh promises some new sub- 
terranean spectaculars, involving 
“unusual illumination, animation 
effects and real eye-catching de- 
vices which will be sensational.” 
No details are available. 

One animated display is already 
in use, for Cluett, Peabody’s Arrow 
shirts. Headlined “How to turn 
pretty heads,” it pictures the prod- 
uct and nine attractive female 
heads in circular frames which are 
geared to turn at regular intervals. 

In charge of this new Leigh ac- 
tivity will be Milton F. Martin, 
formerly vice-president of the Mc- 
Arthur company. 


Ward Joins CBS Sules 

J. MacKenzie Ward, formerly 
with Mutual Broadcasting System, 
has joined the western sales of- 
fice of Columbia Broadcasting 
System, Chicago, as of March 27. 


Top Managers 


Discuss Sales, 
Ad Policies 


New YorK—“The market for 
vacuum cleaners is only about 
50% saturated,” Alex M. Lewyt, 
president of the Lewyt Corp., told 
the marketing conference of the 
American Management Associ- 
ation last week. 

“We hope to do our share in the 
development of this vast market,” 
he said, “and have stepped up our 
advertising program over last year. 
Our magazine program this year is 
50% larger. The greatest single 
expenditure on our advertising bill 
will be in newspapers. Outdoor 
posters, spot movies, radio, tele- 
vision, car cards, and other media 
also are being used. 

“As we see it, advertising, prop- 
erly used, is the most powerful 
merchandising force in existence. 


# “The foundation of our selling 
program,” Lewyt said, “is the mar- 
ket place, as we call it. It is a 
vacuum cleaner department, com- 


‘plete with carpeting on which to 


demonstrate selling cues. The com- 
plete demonstration is shown on 
the back panel. The market place 
allows the dealer to demonstrate 
the product quickly and easily, 
and he does not have to memorize 
the sales presentation, because of 
the keys or clues on the panel.” 

Sales of Lewyt vacuum clean- 
ers, according to Mr. Lewyt, for 
the first two months of the year 
were 118% above the comparable 
period last year, and March sales 
at this time are approximately 
three times as great as a year 
ago. 

Edward R. Taylor, general sales 
manager of Hotpoint Inc., told the 
conference that “I get cold chills 
when I think of the millions of 
dollars we spend on advertising, 
sales promotion and product ex- 
ploitation which preconditions 
prospects in favor of our products 
and, in fact, intrigues them to 
come into our dealers’ stores, only 
to have some retail salesman sell 
them one of our competitive prod- 
ucts instead. 


a “We believe there is only one 
way the job can be done effec- 
tively and lastingly, and that is 
to sell the seller. That’s where 
sales management comes in.” 

His company, he said, tackles the 
problem in two ways. First, it 


the services of the youth of Ameri- 
ca. Let’s make sure our bid is 
high enough, and above all, that 
the people of America understand 
what we’re talking about. 

“People are becoming more 
aware of the vital importance of 
distribution in our economy. It’s 
up to all of us in the sales field 
to hurry that awareness, to create 
a better knowledge and under- 
standing of what it is we do and 
why it is important.” 


@ Speaking on planning and con- 
trol in appraising and improving 
sales performance, Sumner J. Rob- 
inson, general sales manager, Big- 
elow-Sanford Carpet Co., stressed 
fact-finding as the tool that will 
“bring selling out of the dark 
ages.” He warned that manage- 
ment must give its salesmen the 
same scientific backing that re- 
moved the “shackles from the 
aviation industry.” 

“Once the real problem elements 
are known,” he said, “almost any 
sales problem can be approached 
in the same sane, scientific way. 
A sales sickness must be diag- 
nosed in the same way as a human 
sickness. A full examination must 
be made... You can’t just study 
the surface symptoms. 

“An aspirin tablet might give 
temporary relief for a headache, 
but if the real cause of that head- 
ache is a deep-seated organic one, 
only a complete examination is 
going to find the source.” 


w John R. Sargent, partner of Cre- 
sap, McCormick and Paget, out- 
lined the problems of merit rat- 
ings for salesmen. He gave three 
suggestions for setting up a merit 
rating system: 

“1. Select the factors important 
in evaluating the salesman’s con- 
tribution to the company. 

“2. Set up yardsticks of what 
constitute excellent, good, fair, and 
poor performance in these factors. 

“3. Decide on a fair weighting 
and the mechanics for translating 
these ratings to a summary rat- 
ing.” 


Cullinan Promoted 


Albert Frank-Guenther Law, 
New York, has appointed Richard 
A. Cullinan, previously a vice- 
president and account executive, 
to the newly created post of ex- 
ecutive vice-president. Mr. Culli- 
nan has been with Albert Frank- 
Guenther Law since 1929. 


Appoints Tracy, Kent 


Tracy, Kent & Co., New York, 
has been retained to direct the ad- 
vertising of Prince Vezy, New York 
cravat shop. Magazines and news- 
papers will be used. 
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e Get your sales or advertising pro- 


gram approved for regional or na- 
tional use on the basis of Facts. Get 
more out of your sales dollar . . . with 
Burgoyne research-insurance. 


e Take a leaf from the book of these 
national advertising leaders who have 
used Burgoyne to pretest their sales 
programs. 


e Pick two, three or four of the above 
representative Burgoyne test cities. 
Have us speed to you monthly audit- 
reports of over-the-counter sales. 


e Write today for our new 
brochure showing how our 
pre-tested method oper- 
ates. 


Management won’t protest 
if you have us pretest! 


MADISON 


@ Madison is bigger than 
most people think . 
over 100,000 people . . . 
66th in drug store sales 
. . . 108th in food sales. 
@ A well-balanced five- 
sided economy . . . com- 
merce, industry, agricul- 
ture, government and edu- 
cation. 

@ Industrial payrolls and 
grocery sales now two and 
one half times those of 
1939! 

@ Madison ranks first in 
home-county total retail 
and drug store sales per- 
family, second in home- 
county per-family food 
sales ... of 14 comparable 
markets.* 


© Over 96% of all families 
in Madison Metropolitan 
City Zone read the CAP- 
ITAL TIMES and WIS. 
wa STATE JOUR- 


* SALES ee ee 5 Mer 
10, 1949 Survey of 


Burgoyne Grocery éx Drug a. 


DIXIE TERMINAL - 


Phone MAin 0305 


+ CINCINNATI 2 


for Quality 


..-@ leading source for engrav- 
ings for the agency, the advertiser 
or the printer who insists that his 
letterpress reproduction must be 
maintained at a consistently high 
level of brilliance and fidelity. 


JAHN«ée OLLIER 


ENGRAVING COMPANY 

817 W. Washington « Chicago 7, Ill. 
MOnroe 6-7080 

Chicago’s largest fine photoengraving plant 
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Advertising Age, March 20,)%@ 1 


Changes in Department Store Dollar Volume Since 1935-39 


Showing how sales in the 12 Federal Reserve Districts and in the U. S. as a whole have increased sing. 
before the war. 1935-39 equals 100. Black bars represent change through 1949; white bars show de¢ling 
in dollar volume since 1948. Based on data from Federal Reserve Board. 
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Independent Stores 
Holding Their Own, 
Drug Jobbers Told 


New YorK—Despite the growth 
of supermarkets and chain stores, 
75% of the total drug store volume 
and 65% of total grocery volume 
is still being done by independents, 
R. C. Schlotterer, executive sec- 
retary of the Federal Wholesale 
Druggists Association, told 500 
drug buyers, wholesalers and man- 
ufacturers at the association’s 
semi-annual meeting last week. 

“Independents in the over-all 
sales picture are holding their own, 
even in these days of glowing pic- 
tures of supermarkets, food chains, 
variety and syndicate stores, both 
in the drug and grocery fields,” 
Mr. Schlotterer said. 

To substantiate his contention, 
he pointed out that since 1941 
chains have lost 3% of the total 
annual drug volume to indepen- 
dents, according to Department of 
Commerce figures. 


ew He emphasized the growing im- 
portance of the soda fountain in 
drug store operation, and said that 
it should be given primary con- 
sideration in planning, space allo- 
cation and advertising. Higher 
over-all costs in many other de- 
partments, he said, have resulted 
in many only breaking even or 
showing a loss. 

“We must promote educational 
programs to aid and assist the re- 
tailer in his attempt to promote 
and display merchandise,” Mr. 
Schlotterer said. “Our association 
is already issuing about 13,000 bul- 
letins monthly for this purpose and 
we also operate sales clinics. We 
feel it is our job to make the re- 
tailer see that he can offer certain 
services in over-the-counter and 
prompt delivery sales that can’t 
be matched by help-yourself, min- 
imum-service outlets.” 


Sauro Appointed Ad Manager 


Henry Sauro, formerly publicity 
and promotion director of Station 
CKEY, Toronto, has been named 
advertising manager of United 
Co-operatives of Ontario, Toronto, 
manufacturer and distributor - of 
Reddi-Wip. He will advise on ad- 
vertising for 144 cooperatives 
throughout the province and will 
handle the Reddi-Wip advertising 
for Ontario. 


Berkshire Changes Agencies 


Berkshire Knitting Mills, Read- 
ing, Pa., has appointed Kenyon & 
Eckhardt, New York, to handle 
advertising and promotion for its 
line of stockings. Geyer, Newell 
& Ganger formerly handled the 
account. 


Buckley Appoints Becker 


Ralph E. Becker, formerly na- 
tional advertising manager of 
Charles Bruning Co., has been ap- 
pointed an account executive of 
Homer J. Buckley & Associates, 
Chicago agency. 


Pioneer Tries Consumer Ads for Ist Time 


DarsBy, Pa.—The trend in men’s 
fashions, especially in braces, belts 
and jewelry accessories, will be 
featured in the first consumer ad 
campaign ever to be run by Pio- 
neer Suspender Co. 

The campaign begins with full- 
page four-color ads in The Satur- 
day Evening Post March 25 and 
the April issue of Esquire. N. W. 
Ayer & Son is the agency. 

Additional four-color ads will 
be run in the two magazines 
throughout the year, supported by 
a schedule in trade publications in 
the men’s apparel field. A new 
slogan, “The mark of a-man,” is 
also used for the first time. 

Robert W. Neely Jr., Pioneer 
president, is calling the consumer 
drive to the attention of retailers 
in a four-color spread in March 
Esquire’s Apparel Arts, featuring 
a hand written note from him in 
addition to a reprint of the Post 


and Esquire ad. 

Copy points out that Pioneer 
has carefully interpreted fashion 
trends in men’s accessories and 
that the ads themselves introduce 
a new fashion in men’s wear ad- 
vertising. 


Seal-O-Matic Names Edwards 


Seal-O-Matic Machine Mfg. Co., 
South Hackensack, N. J., has 
named Edwards Advertising ‘Agen- 
cy, Hackensack, to handle its ad- 
vertising. A direct mail campaign 
has been scheduled. This will be 
supplemented by trade publica- 
tions, catalogs and literature, and 
trade show participation. The ac- 
count was formerly directed by 
Rea, Fuller & Co., New York. The 
Edwards agency also will handle 
the advertising of Automatic Seal- 
ing Service, New York, Seal-O- 
Matic’s exclusive franchise opera- 
tor in the New York metropolitan 
area. 
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A DECADE OF 


During the past ten 


GOODS MANUFACTURED 
increased from $318,300,000 to 


39570.5002.000 


More goods produced 
means more goods 
bought. And, it means 
more and greater pay 
checks, too! Here's a 
healthy, growing market 
with a wealth of buying 


power! 


PROGRESS 


years, the value of 
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The '' MONEY TOWN” of the South 


The Nashville Tennessean 
Morning » Sunday 


————s 


The heart of {OY 7 Tennessee is 


Reach this prosperous market through two great newspapers. 


a 
— 
—— 
— 
— 
_— 
= 
—— 
7 


dvertisi 
: nae <\” Jie aia asi: . 4 , ea . 
: te % Za r ’ 
ied ii ial ie 5 atte oad so ee ee are. 
a Se aa a eee “dig Sak gee is a" ee ee 
ar se -* ao Se So ea se me ‘a 
2 oS + 44 putes ace ogee. Game DR eon —>>———_———— EE —————— a 
i Beet cia ee : Tig ae oF ge as Sea i Sit fae be 
an\ Sh ee oO ER A: “a, a ga ee eS.” \ a - 
ae ° no See anaes | ‘gate an we rN apace Cee 
rote oe, ae a Ee We, Se ERNE bees or ay. cd 
aa aus ORIA  iwpiawarous| — eer Jim we NE SE a RR 
ma Ce eee “ See ea 
noe Oe ie 
. & a oe ' EE aN NEE i ec _— 
16 JOMMSON 6 0m Fd ee | 
: : ’ eile craicetinmesmeinnsinenraaeaeanccea 
aa a | ' 
4 Pris “~ my > - 
2 ¢ sl a | nae 7 
; 4 EY EY 2 ETE 6 PRET NN TT SEE ER — 
- ee a 
: os 
ie | 
re: 
iar 
¥ ae ae a | Cinci 
fs: Cleve 
ae ee | wt _____ 
ae ' Tolec 
Sc | Erie 
nee ————————_—_—___ ooo i i i i ii == a 
aed Richm: 
Sr Was! 
ae Se dant 
ee Atlant: 
es OC Mian 
es Mian 
toh ss LS Atiai 
aoe Nast 
Sl Chicag 
a eS Se 0 So Sant. a Chic 
a bo ee Indi 
= ee ne Detr 
Sep Bee € 4 Milv 
a :. . st. Li 
: aS a | Littl 
ee. a | Loui 
& ky St. | 
, : 4 | Po = 
; _ | Minne 
siti ite APs 
opie re ala 
oe B a 4 : 
ii ale ee ee | ” at 
ee : a & ‘ : iB. 
an 7 7 § ? 
ater j 
re “ | ‘A ; 
‘ a 
ae a Sy = 4 an 
— | . es = Nashville Banner i 
aes * tes 
i ; =m | 
SE: Newspaper Printing Corporation, Agent, Represented by the Branham Company 


t 20" Biavertising Age, March 20, 1950 


9 


Federal 


WasHINGTON—Sales gains in 
ortheasiern, southern and south- 
estern cities in the week ended 
arch 4 helped bring the national 
epartment store sales average up 
o the level reached during the 
orresponding week a year ago. 

Greatest district gains (10%) 
ere reported by the Dalias and 
Atlanta districts. The 33% increase 
reported by New Orleans and a 
20% rise in Miami were largely 
responsible for the Atlanta district 
ain. 

In the Dallas area, steady in- 
creases in San Antonio sales and a 
continued rise in volume in Dallas 
es were principal contributors 


to the district’s total gain. 

The West Coast district, which 
reported losses through much of 
last year, recorded sales increases 
for each week in February. 
Largest district loss reported to 
the Federal Reserve Board was the 
6% drop in the St. Louis area. 
Greatest loss among the cities was 
a 14% sales decline in St. Joseph, 


Reserve Figures on Department Store Sales 


St. Paul 
Duluth-Superior 
Kansas City District 


eanses 


T 

Dallas District - 
Se aeeaee 
Fort Worth .. 
Houston 
San Antonio 

San Francisco District .. 
Los Angeles Area 
Oakland 


Portland 
Salt Lake City 
Seattle 


Court Questions 
Bank's Ad Calling 
It an ‘Executor’ 


PROVIDENCE, R. I.—Probate Judge 
Samuel H. Brenner, who a week 
ago refused to appoint the Rhode 
Island Hospital Trust Co. execu- 
tor of a will because of the bank’s 
advertising, last week altered his 
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Retail Sales, January 


to Mid-March, *47-’50 


(1935-39 equals 100) 


FEB. 


sion clearly establishing the dif- 
ference. 


Wallace Adds to List in 
New Silver Pattern Drive 


R. Wallace & Sons Mfg. Co. has 
added Cosmopolitan and National 


Geographic Magazine to the mag- 
azine schedule introducing its new 
silver pattern (AA, March 13). 
The name of the pattern is Ro- 
mance of the Sea, not Roma Sea, 
as indicated by AA last week. 
Full-color pages and spreads in 
consumer magazines will feature 
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the designer of Romance of the 
Sea, William S. Warren. Mr. 
Warren’s photograph will appear 
in the layouts. 


If you have 


COSMOPOLITAN 


If you're selling people 


_ with | YOUNG| ideas... 
POLITAN 


spuy COSMO 


America’s Most Exciting Magazine 


opinion and appointed the bank as 
a result of a ruling by a joint com- 
mittee of the Rhode Island Bar As- 
-|sociation and the Corporate Fidu- 
‘|ciaries Association of Rhode Is- 
land. 

The dispute was the second in- 
volving Judge Brenner and- the 
trust company. In January he had 
severely criticized the bank for ad- 
vertising its services in the set- 
tling of estates. A week ago he_re- 
fused to name the trust company 
executor until the bar and fiduci- 
aries association had ruled on the 
propriety of a trust company ad- 
vertising its services as an execu- 
tor rather than as a fiduciary. 


Mo. 


THERE’S NO STATE LIKE OHIO 


.. . THERE’S NO MARKET LIKE THE OHIO MARKET 
covered by 


OHIO SELECT LIST 


Newspapers = 


% Change from 

Previous Year 
Full 

Federal Reserve 
District and City 
UNITED STATES 
Boston District . 
New Haven ..... 
Boston 
Springfield 
Providence 
New York District 
Newark .. 
Buffalo .... 
New York 
Rochester ..... 
Syracuse 
Philadelphia District .... 
Philadelphia 
Cleveland District 
Akron ones 


fe warn 
pavasret 


Cleveland .. 
Columbus .. 
Toledo 
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a The committee’s review was 
read in court last week. The bank- 
ers’ group on the committee ex- 
pressed no opinion, but the bar 
association members told Judge 
Brenner that the right to adver- 
tise is sanctioned by Rhode Island 
law and does not constitute the 
practice of law. The judge had 
said he would be guided by the 
opinion, and so made the appoint- 
ment. 

He said, however, that there is a 
fine distinction between an execu- 
tor and fiduciary, but that there 
has been no supreme court deci- 


Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District ... 
Birmingham 
Miami 
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Chicago 
Indianapolis 
Detroit 
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Little Rock ... 
Louisville 
St. Louis 
Memphis . 
Minneapolis District ...... 
Minneapolis 


570,269 
Net Paid 
Circulation 


Cities of the 
Ohio Select List Newspapers 
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The Ohio Select List home-town market contributes more than 2 billion dollars of 
the approximately 3 billion in retail sales outside metropolitan areas — (60 out of 88 
counties) over 1,700,000 daily readers — a market far greater than in over 30 states! 


, 3. A $20 a Year Subscription Price 


Ohio is different from all other states — in that it is a self-contained unit deriv- 


Few magazines, business papers or other- : 2 . - 
ing wealth from its own natural resources, agriculture and industry. 


wise, have so unique a position with their 
readers as doés the 43 year old special service 
rendered through Traffic World. 

Traffic World’s staff of fifteen full-time 
editors go to any expense and expend every 
possible effort to provide the 40,000 transpor- 
tation men who read Traffic World each week 
with the latest and most complete over-all 
transportation news picture, based on actual 
developments as well as their observations. 


Ohio is not dominated by its metropolitan centers. There is an equal volume 
of retail sales in the “local” market. 


The market represented by the Ohio Select List can only be reached through 
their “local” newspapers. 


Traffic World is America’s 
only weekly transportation 
newsmagazine (subscriptions 
$20 a year; renewals 89%; 
circulation ABC). Let us give 
you specific market facts on 
specific products. 


| TRAFFIC WORLD 


CHICAGO NEW YORK WASHINGTON, D. C. 


418 S. Market St. 122 E. 42nd St. 815 Washington Bldg. 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


WRITE NOW FOR COMPLETE MARKET DATA 


1319 Terminal Tower, Cleveland, 0. 
Chicago. + New York + Cincinnati 
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CBS-TV Adds 2 Sponsors 
Kuda Bux, Hindu mentalist, will 
start a weekly TV series March 
25 over CBS under the sponsor- 
ship of Mason Au & Magenheimer 
Confectionery Mfg. Co., New York. 
Moore & Hamm is the agency. 
CBS-TV also has signed a spon- 
sor for the new Goodson-Todman 
package, “What’s My Line?” Jules 
Montenier Inc., Chicago, has 
bought the 30-minute bi-weekly 
show for Stopette starting April 
12. Agency is Earle Ludgin & Co. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door or, Aap mg known 
as DIRECT SELLING —is building 
ion elene quickly for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
soarin and cut-throat competi- 
tion. lling is fully ex a 
in ecinodng booklet—maile 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-6, 28 E. Jackson BI., Chicago 4, Ill. 


Magazines Put 
Under Quebec 
Censorship 


(Continued from Page 1) 
containing any illustration, either 
on the outside or within its covers 
[judged to be] an immoral illus- 
tration.” 

“Immoral illustration” is defined 
as “any illustration . . . which 
evokes real or fictitious scenes of 
crime or of the habitual life of 
criminals, or morbid or obscene 
situations or attitudes, tending to 
corrupt youth and to pervert 
morals.” 

The definition applies to adver- 
tising as well as editorial matter 
and is generally regarded as cov- 
ering text matter, also. 

Only magazines distributed out- 
side the mails are affected. News- 
papers, which are subject to an- 


FIRST. 


on WTAR-TV, Norfolk 


Benrus Lever Bros. 
Bulova Lucky Strike 
Bristol-Myers Mohawk 
Chesterfields Pall Mall 
Colgate Procter & Gamble 
Firestone RENUZIT 
Ford Motor Co. RCA 
Kraft Foods Sealtest 

Texaco 


... these big advertisers have already signed up for valu- 


able Television franchises in the Norfolk Metropolitan Mar- 
ket. They are going on the air with WTAR-TV on April Ist. 
WTAR-TV is the first and only television service for this 


big, eager, and able-to-buy market of 150,000 families*. 


Inter-connected to supply full NBC service. With a new 
$500,000 TV and Radio Center and a completely equipped 
RCA Mobile Unit, WTAR-TV can put your products in the 


selling picture. Act now, call your Petry man for quotation 


of the few choice franchises still available, to start April 1. 


*Sales Management, Survey of Buying Power, May 10, 1949 


Inter-Connected NBC Affiliate 


Nationally represented 
by Edward Petry 


other law, and religious publica- 
tions, are excepted. 


s Sole arbiter of an illustration’s 
immorality will be a board of cen- 
sors—not a new board, but one 
already acting, called the Board of 
Cinema Censors. (This board for 
many years has exercised a strict 
censorship over movies and any 
printed matter connected with 
them. All posters displayed at 
movie houses, for instance, must 
bear the censors’ stamp of ap- 
proval.) 

Three members of the board, in- 
cluding its president, will consti- 
tute a quorum to pass on magazine 
matter, after the publication has 
been submitted to.it by the attor- 
ney-general. 


mw Quebec’s attorney-general hap- 
pens to be Prime Minister Maurice 
Duplessis, who, in his own Quebec 
City newspaper, Le Temps, greeted 
the assembly’s passage of the bill 
thusly: 

“This censorship will be wel- 
come in the province. It is a happy 
initiative . . . to protect public 
morality.” 

The broadness of the bill’s pro- 
visions extends also to its penal- 
ties. On issuance of a censure or- 
der by the board, all newsstand 
copies of the magazine, with or 
without warrant, will be confis- 
cated and destroyed by a judge 
or magistrate. 

Moreover, all subsequent issues 
are subject to confiscation, until 
the publisher “enters into an un- 
dertaking to eliminate from it in 
future all immoral illustrations and 
gives the board evidence satisfac- 
tory to it of his intention to observe 
such undertaking.” 

What happens if the “undertak- 
ing” is not lived up to, the bill 
doesn’t make quite clear, except 
to state that repeal of the confis- 
cation order holds “so long as the 
board of censors does not issue 
another censure order.” 


@ Once a censure order has been 
issued, under the bill, the publica- 
tion “can no longer be the object 
of any right of ownership or pos- 
session whatsoever in this Prov- 
ince and no person may claim 
such right as long as the order 
remains in force.” 

Publishers are disturbed also by 
a registration requirement in the 
bill, which reads: 

“No person shall, in the province, 
print, publish, distribute or offer 
to the public any publication . . 
before a declaration has been de- 
posited in the Office of the Provin- 
cial Secretary stating the title of 
the publication, as well as the 
names and addresses of its pub- 
lishers and of every person acting 
as agent of the publisher to dis- 
tribute it to operators of news- 
stands for sales in the province.” 


a The declaration must be filed 
within 60 days from the time the 
bill becomes law. Failure to file 
makes the person or persons in- 
volved subject to a fine of $50 to 
$100 for the first offense and $100 
to $500 for each subsequent 
offense, plus costs. 

The confusing element here is 
that there is no statement as to 
who is responsible for the declara- 
tion. News dealers have no way 
of getting the information; distrib- 
utors would have to get it from 
the many publishers and smaller 
distributors they serve—a difficult 
assignment; resident publishers 
would find the task relatively sim- 
ple; but those in the U. S. ‘and 
other foreign countries would find 
it virtually impossible. 


@ Canadian publishers have sug- 
gested that this provision be 
changed to require district distrib- 
utors to register, giving their ad- 
dresses and the territories they 
cover. 

During consideration of the bill, 


little attempt was made to stop it, 
since the route by which it came 
made its passage a foregone con- 
clusion. 

A government bill, presented by 
Prime Minister Duplessis, it went 
before an assembly dominated by 
his party, Union Nationale, which 
holds 81 seats out of a total of 
92. The Liberals have eight, other 
parties two, and one is vacant. 
Similarly, the legislative council, 
as a body appointed by the govern- 
ment, is dominated by the party 
in power. 


s While the bill gives vast powers 
to the board of censors, with no 
recourse to the courts, U. S. pub- 
lishers, as indicated above, are not 
too fearful of it at the moment. 

W. C. W. Durand of Macfadden 
Publications, who has discussed 
its possible effects with Canadians, 
was told that the bill is aimed 
primarily against Ontario publi- 
cations. When the Revenue Act 
went into effect a few years ago, 
barring certain U. S. publications 
because of dollar-exchange consid- 
erations, a flood of “really objec- 
tionable’”’ publications deluged 
eastern Canada, he points out. 
Others voiced similar views. 

In Toronto, Major I. D. Carson, 
executive vice-president of the 
Periodical Publishers Association, 
said his organization is not opposed 
to the intent of the bill, but feels 
that it strikes at the fundamental 
issue of freedom of the press. 

Canadian publishers do not have 
the protection of constitutional 
press freedom. 


Rodger Joins Chicago Fair 

John M. Rodger, who retired 
Jan. 1 as vice-president of Mc- 
Graw-Hill Publishing Co., has 
joined the Chicago Fair of 1950 as 
assistant to Crosby M. Kelly, ex- 
ecutive manager. He will handle 
sales and administrative problems 
of the exposition. 


Advertising Age, March 20% 
387 Ad Men Judge 
Poultry in Contest 


Mr. Morris, ILL.—Pacifie py 
tryman and Poultry Tribune 
tracted 387 entries in their F 
National Ad Men’s Poultry Jy 
ing Contest. 

Frank R. Hawkins, advertis 
manager of Libbey-Owens-F 
Glass Co., Toledo, placed firs; 
the contest with a score of 204 
of a possible 250. Second and ¢} 
place entries, respectively, ¢; 
from R. Capps of Capps & Le 
Seattle, and R. T. Kuhn of R 
dolph Kuhn Advertising Age: 
Portland, Ore. 

A three-way tie for fourth p) 
was shared by Sturges Dorrane 
Brooke, Smith, French & [I 
rance, New York; John L. Gw 
of Erwin, Wasey & Co., Chic; 
and Gene Gould of Foulke Ag 
cy Inc., Minneapolis. 

Honorable mention included the fol 
ing advertising men: John L. Richar 
of Allied Mills Inc., Fort Wayne; J 
Maxwell Jr. of Homelite Corp., 
Chester, N. Y.; C. J. Ollendorf of ¢ 
Ollendorf Advertising, Chicago; H. 
seph Hull Jr. of New Holland Mac 
Co., New Holland, Pa.; E. W. Froehlic 
McManus, John & Adams Inc., Det 
and H. B. Davis of Buchanan-Ce 
Grain Co., McMinnville, Ore. 
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DAVENPORT! 


DAVENPORT 
lOWA! 


An ALL-TIME record for FHA in Iowa was set 
last month — heading, of course, directly into 


Three major housing projects with an estimated 


$2,250,000.00 cost have been pegged for DAVEN- 
PORT. FHA will underwrite over one million 


dollars of the amount. 


too, can be confident in 
the market — and the 
Davenport News- 


papers. 


Builders and investors again 
have demonstrated their con- 
fidence in Davenport. You, 


The 
Davenport Newspapers 
-—e THE DAILY TIMES 

© THE DEMOCRAT & LE 


Represented by — 


JANN & KELLEY, INT 
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Age, March 20 iis Baavertising Age, March 20, 1950 


en Judge Hooper Sounds Off 
| Contest /Again. Deprecating 


ILu.—Pacific Py IGeryices He Sold 


oultry Tribune a 
tries in their #4 New YORK—Although still va- 
en’s Poultry Jug. ationing in Arizona, C. E. Hooper, 
ough his New York office, con- 
inues his barrage of taunting let- 
ers and memos against the na- 
jonal and regional services he sold 
9 A. C. Nielsen Co. 

“We have sold one ‘regional’ and 
wo ‘national’ indexes which were 
ood BV (before video), but which 
ow obscure in average the very 
ifferences the advertiser now 
ust know. Big differences are no 
“ ionger between networks or be- 
ie for fourth plagfween programs. The biggest dif- 
turges Dorrance offerences are between markets,” Mr. 

French & Dop.§Hooper stated in a March 17 me- 
k; John L. Gwynn fmorandum. 
y & Co., Chicago, 
| of Foulke Agen-Ip “We retain the market-by-mar- 
polis. ket data necessary to pinpoint and 
a included the follow-Ispotlight the radical audience dif- 
: Pay — ae erences between markets... We 
lomelite eae 48 continue to use telephone coinci- 
J. Ollendorf of c, ysdental, the only method which gets 
ng, Chicago; H. Jofthe true facts of listening and 
ew Holland Machinellooking direct from the listeners 
‘atone ton ae and lookers. It also provides the 
of Bushenen-Coied only means of reporting compara- 
/ille, Ore. tively, radio with TV, radio with 

radio, TV with TV,” he continued. 

“We went ‘out of business’ like 
Henry Ford when he replaced Mo- 
del T with Model A. Exception: 
We did not stop to retool.” 


| a score of 204 gy 
). Second and third 
respectively, came 
of Capps & Low 
T. Kuhn of Ray. 


ivertising Agency, 


of 


LIFETIME WBroadcast Audience 


ELAIN ENAMEL 

store front, hin. AP Measurement Set 

all types of coal 

T 1S THE LAST! to Replace BMB 
Woccasional ‘lan ng. New YorK—Papers for Broad 
— AND PRICES cast Audience Measurement, a $1,- 
OUTHWESTERN / |000,000 corporation which will 


LAIN STEEL CORP. 


ight Bide. Telee, Obie. succeed Broadcast Measurement 
SAAD oA San 


Bureau, have been drawn up and 
will be filed soon in Delaware. 

Formation of the new measure- 
ment group, which will take over 
the assets of the old organization 
after the latter’s dissolution in 
July, was announced following a 
meeting of committees of the As- 
sociation of National Advertisers, 
American Association of Adverti- 
sing Agencies and National As- 
sociation of Broadcasters. 

Among the incorporators of 

Broadcast Audience Measurement 
will be Harold Ryan, senior vice- 
president of Fort Industry -Co.; 
Clair R. McCollough, president, 
WGAL, Lancaster, Pa.; Robert 
Mason, president, WMRN, Marion, 
O.; Clyde Rembert, general man- 
ager, KRLD, Dallas; Roger Clipp, 
general manager, WFIL, Philadel- 
phia, and Frank King, president, 
WMBR, Jacksonville. 
Dr. Kenneth Baker, acting pres- 
ident of the BMB on loan from 
NAB, who supervised the second 
BMB study, is expected to be 
named president of Broadcast Au- 
dience Measurement. 


"ORT 
Al ince coe 


| The announcement of the ab- 
sorption of the Dan A. Carroll Co., 


as set newspaper representative, by 

» into O’Mara & Ormsbee (AA, March 
13), did not sufficiently empha- 
size the fact that the publications 
represented by the Carroll com- 

mated pany in the East will continue to 

VEN- represented in the Midwest 

‘illion and Far West by the John E. Lutz 
Co 


Its list includes the Washington 
Star; Toronto Telegram; Montreal 
Star and its weekend edition, The 
Standard; the Family Herald & 
Weekly Star, Detroit News and the 
eight Booth (Michigan) Newspa- 
ee. The latter opened their New 

ork office Jan. 1 under the di- 
rection of A. H. Kuch. The list of 
hewspapers served by O’Mara & 
) Ormsbee, as listed in the story, 
did not include the Wichita Eagle, 
which the firm also serves. 

Dana Carroll, son of the founder 
of the Dan A. Carroll Co., is join- 
ing O’Mara & Ormsbee. 


Tite tal Grade 


NAPKINS 


NEW DESIGN—Marcalus Mfg. Co., East 

Paterson, N. J., has adopted these new 

packages for its Marcal hankies (above, 

right) and napkins. The color scheme is 

pink and maroon. Calkins & Holden, 
New York, is the agency. 


Mosley Tells Plan 
for ANA’s Meeting 


New YorkK—The spring meeting 
of the Association of National Ad- 
vertisers March 29 through March 
31 at The Homestead, Hot Springs, 
Va., “will be tied to the theme that 
advertising can and must produce 
more sales,” George Mosley, adver- 
tising manager of Seagram’s and 
chairman of the ANA program 
committee, said last week. 

Leading the speaker list on the 
program will be James J. Nance, 
president of Hotpoint, Inc., who 
will be followed by Ben Wells, 
vice-president in charge of sales for 
the Seven-Up Co., and Philip Lieb- 
mann, president of Liebmann 
Breweries. 

“Another highlight of the meet- 
ing,” Mr. Mosley said, “will be the 
radio and television _ program, 
which will be started by Marion 
Harper, Jr., president of McCann- 
Erickson. 

“In addition we will have Niles 
Trammell, chairman of NBC; 
Frank Stanton, president of CBS; 
A. N. Halverstadt of Procter & 
Gamble; A. C. Nielsen, president of 
A. C. Nielsen Co., and Leonard 
Bush of Compton Advertising. 


s “But advertising today is not 
limited to assisting in the sales of 
goods and services,” Mosley said. 
“It has become also one of the most 
successful devices for the ‘sale’ of 
ideas. 

“To find out where we stand on 
this score, Cy Ching, director of the 
U. S. Mediation and Conciliation 
Service, will be one of our princi- 
pal speakers. In addition, we will 
have Fred Willkie, vice-president 
of Joseph E. Seagram & Sons, Guy 
Berghoff of the Pittsburgh Plate 
Glass Co., and David Tibbott of the 
New England Mutual Life Insur- 
ance Co. 

“As a conclusion, Philip Graham, 
publisher of the Washington Post, 
and his staff will present a world- 
wide roundup of factors affecting 
our national economy.” 


NBC Revamps Radio 
Program Department 


NBC in New York has reorgan- 
ized its radio program department 
and realigned the program ser- 
vices functions under the in- 
tegrated services department. 

In the program department, Les- 
lie Harris, assistant national pro- 
gram director, was named produc- 
tion manager; James E. Kovach, 
operations manager of the produc- 
tion division, was appointed man- 
ager of program operations, and 
Mitchell Benson, coordinator of 
new package programs, becomes 
package program and talent con- 
tact manager. William Burke, 
night program manager for TV, 
was named night executive officer 
for the company, and Allen Robin- 
son, night program manager for 
radio, becomes supervisor of as- 
sociated directors. 
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Last Minute News Flashes 


Krautter Joins Maxon on Hotpoint Account 


Cuicaco—L. Martin Krautter, advertising and merchandising con- 
sultant, and before that vice-president of Henri, Hurst & McDonald, 
has been named vice-president in charge of the Hotpoint account in 
the Chicago office of Maxon Inc. 


Tea Council Magazine Drive Starts in May 


New York—Advertising in the Tea Council’s $1,000,000 tea promo- 
tion campaign will start the last week of May in 19 papers of the Met- 
ropolitan Group and in 13 independent Sunday magazine supplements, 
and in Collier’s, Life, Look and The Saturday Evening Post. Full-color 
pages will be used for the remainder of the year. Leo Burnett Co., 
Chicago, is the agency (AA, March 13). 


Seabrook Farms Opens Drive in 110 Papers 

Bripceton, N. J.—Seabrook Farms broke its spring campaign last 
week in 110 newspapers from Boston to Florida in 500-line ads to 
run once a week until July 1, featuring quick frozen vegetables. Special 
recipes will be featured on alternate weeks. Peter Hilton Inc., New 
York, is the agency. 


Pan American Repeats Year-Old Color Spread 


New YorK—Pan American World Airways is repeating a four-color 
spread run last year headlined, “You can choose any kind of weather 
you want for your 1949 [now 1950] summer vacation.” The airline says 
a coupon offering travel folders has drawn 8,500 replies, and responses 
are still being received 11 months after the copy appeared in three 
magazines. The new ad, via J. Walter Thompson Co., will run in April 
issues of Holiday, The New Yorker, The Saturday Evening Post and 
Time. 


88% of U.S. Dailies Sell for 5¢ a Copy 


New YorK—Five cents a copy is now the price of 87.9% of U. S. 
daily newspapers, according to a survey by the American Newspaper 
Publishers Association. This compares with 86% a year ago. Out of 
1,760 papers reporting, 1,547 sell at 5¢, 107 at 4¢, 77 at 3¢, 17 at 7¢, six 
at 2¢, four at 10¢, and one each at 6¢ and 15¢. The 15-center is a com- 
mercial daily. 


Whitman, Drew, Lantz A.M.s of Bristol-Myers 

New York—Walter P. Lantz, who was with Lambert Pharmacal 
Co. for 20 years, has joined Bristol-Myers Co. as advertising manager. 
Roger Whitman and Wallace Drew, former assistant advertising man- 
agers, now also carry the advertising manager title. J. M. Allen, who 
was ad manager, is now vice-president in charge of publicity. 


Lambert & Feasley Names Morrill, Johnston 

New York—Lambert & Feasley has appointed Stanwood Morrill, 
formerly director of marketing and advertising with Lambert Co., 
as vice-president and account executive for the Lambert Pharmacal 
Co. and Pro-Phy-Lac-Tic Brush Co. accounts. The agency has also 
named John L. Johnston, formerly vice-president and account execu- 
tive, as vice-president and assistant general manager. 


CBS, RCA Dispute Invention; Other Late News 


CBS last week told the FCC it had added the “horizontal interlace 
principle to the CBS field sequential system, making it possible to 
obtain full 525-line definition in color TV pictures. Radio Corp. of 
America characterized this latest move in the color video battle as 
adoption of “important elements of the all-electronic, high-definition 
color system developed by RCA.” CBS, in turn, called the RCA state- 
ment “a gross distortion of the facts.” 


e Melrose Corp., a division of Schenley Industries, has switched from 
Gordon & Rudwick to Peck Advertising Agency for the entire Melrose 
line of whisky and gin. Newspapers and national magazines will spear- 
head a new campaign. 


e John F. W. McClure has joined Kenyon & ‘Eckhardt as merchandis- 
ing account executive. He recently resigned as vice-president and gen- 
eral manager of Sofskin Co., a subsidiary of Vick Chemical Co. 


e Paul Dittman, until recently with the Macfadden Publications, has 
joined the advertising staff of Outdoor Life, New York, as a space 
salesman. 


e Peter Paul Inc., Naugatuck, Conn., will sponsor “Buck Rogers” over 
19 ABC-TV stations, starting April 15 at 7 p.m., EST. Time for the 
30-minute adventure series was bought through Maxon Inc. 


e Henry S. White, president of World Video Inc., will join CBS March 
27 as an associate director of TV. 


e Conlon Division of Conlon-Moore Corp., Chicago, has appointed 
Kane Advertising, Bloomington, IIl., to handle all product advertising 
and promotion. The account formerly was handled by Ross Roy- 
Fogarty Inc., Chicago. 


e Granville Rutledge, vice-president of Glee R. Stocker & Associates, 
St. Louis, on April 1 will join Maurice Lionel Hirsch Co., St. Louis ad- 
vertising agency, as executive vice-president and partner. The Hirsch 
agency recently was elected to membership in the American Associ- 
ation of Advertising Agencies, 


In 1925-26, he was publisher of 
the Daily Times, Atlantic City, 
N. J., and in 1928 purchased Le 
Bon Ton here. He retired in 1930. 


EDWIN G. HICKEY 


Cuicaco—Edwin G. Hickey, 59, 
vice-president in ‘charge of auto- 
motive sales, Simoniz Co., died 
March 9 after a long illness. 


GEORGE GOLDSMITH 

New York—George F. Gold- 
smith, 84, former advertising man- 
ager of the Philadelphia Public 
Ledger, died at his home here 
March 16. Born in Philadelphia in 
1865, he joined the Ledger as a 
copy boy in 1879. 

With the purchase of the paper 
by the late Adolph S. Ochs shortly 
after the turn of the century, Mr. 
Goldsmith became the Ledger’s 
advertising manager. Mr. Gold- 
'smith later was made advertising 
|director of the Curtis newspapers. 


WOV Appoints Pearson 


Station WOV, New York, has 
named John E. Pearson Co. as its 
national representative. 


ag Os eee 


Marketers Hear 
Arguments for 
Various Media 


New Yorx—Are you launching 
a new food product with a promo- 
tion budget of about $200,000? 

If so, here are some of the ar- 
guments you may be hearing as 
the various advertising media an- 
gle for their shares of the kitty (as 
told at a luncheon meeting of the 
American Marketing Association’s 
New York chapter last week, by a 
panel of media representatives) : 

Sunday newspaper magazines: 

“Distribution and merchandising 
are your first problems and, in 
tackling them, keep in mind that 
Sunday magazines circulate in 
great numbers wherever the dis- 
tributing points and major retail 
outlets are located. They hit hard- 
est where the market potential is 
greatest and promotion costs low- 
est.” 
a Outdoor: “$200,000 is a rather 
small appropriation. Distribution 
should be confined to a few mar- 
kets, and poster ads are your best 
market-by-market bet. Your ads 
will be as big and as numerous 
as those of your biggest competitor. 
You will not be crowded out. Your 
message will be telegraphic, pic- 
torial and will dominate its sur- 
roundings.” 

Direct Mail: “This is your ace 
in getting needed distribution. It 
gives you a direct line to the re- 
tailer, makes it possible for you to 
show him preprints and reprints. 
Also, if you can raise the budget 
a little, you can do a good sampling 
job.” . 

Daiiy Newspapers: “There is no 
such thing as national distribution, 
even if you have $2,000,000 to 
spend in trying to achieve it. 
Therefore, use a medium which 
will adjust your advertising pres- 
sure to sales potentials, rather than 
one that tries to do something for 
everyone everywhere. Newspapers 
‘mine in depth’ like no other me- 
dium.” 


@ Transit Advertising: “Cheapest 
of all media. An Advertising Re- 
search Foundation study showed 
that eight out of ten women use 
local transit facilities and 30% of 
them use them every day. Also, 
your car cards are just the right 
size for store window use.” 

Magazines: “Magazine advertis- 
ing is highly merchandisable, gives 
you the finest color to be had. 
Service magazines are basic, where 
you have basic distribution. With 
such an appropriation as this, how- 
ever, the question is not applicable 
to magazines.” 

Among the panel members were: 

Sunday newspaper magazines, 
Lionel Moses, Parade; Outdoor, C. 
D. McCormick, Outdoor Advertis- 
ing Inc; Direct Mail, Bernard 
Gould, Eutectic Welding Alloys 
Corp.; Daily newspapers H. James 
Gediman, eastern mdnager, Hearst 
Advertising Service; Car cards, 
Philip Everest, National Associa- 
tion of Transportation Advertis- 
ing; Magazines, Lee Brantley, 
Crowell-Collier Publishing Co. 

The moderator was A. Edward 
Miller of Life. 

Asked whether measurement of 
advertising effectiveness can be 
made more exact, the panel mem- 
bers agreed generally that: 

1. No absolute measurement is 
possible, nor is it necessarily de- 
sirable, since such intangibles as 
depth of readership and depth of 
contact cannot be set aside. 

2. “Grade labeling” cannot be 
applied to media, or to advertising. 
Nevertheless, any accurate meas- 
urements that will eliminate waste 
are desirable. 
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Worcester’s Wondrous Twins: High Buying Power and Intensive Newspaper Coverage 
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Sin WORCESTER, MASSACHUSETTS 
: GEORGE F BooTnH Pub&isher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


The TELEGRAM-GAZETTE 


OF 
PASADENA 


Chain Food 


STORES 


CHAIN FOOD STORES in Pasadena 
for 1949 again picked THE STAR- 
NEWS as their No. 1 advertising buy 
by more than 2 to 1 


hese grocers know that to keep their volume increasing 
hey must advertise in a NEWS paper that gives top cov- 
erage ... one that is read every day. 


Source: Media Records 


o. PASADENA 


e2STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented Nationally by Cresmer & Woodward 


New York * Chicago + Detroit * San Francisco ~* 


will be accepted. 


3. It must be available for 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The third annual Market Data Section of ApvEeRTISING AGE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, approximately 800 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 12, 1950. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ApverTIsING AcE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


distribution to advertisers and 


New YorK—World trade today 
“carries a far greater significance 
to the average American business 
man than ever before in this coun- 
try’s commercial history,” William 
S. Honneus, advertising manager 
of Time International, says in an 
article on world trade in the cur- 
rent issue of “Systems,” house 
organ of Remington Rand Inc. 

“With the United States the 
greatest creditor nation in the 
world,” Mr. Honneus says, “and its 
$17 billion in overseas investments 
fast approaching Great Britain’s 
peak overseas investment of $22 
billion, it is imperative that we 
develop to the utmost our for2ign 
commerce if we are to maintain 
a healthy domestic economy and 
keep our American plants and 
workers busy and prosperous. 


a “The question is,” he asks, “how 
do we go about getting our share 
of foreign business to help main- 
tain our domestic equilibrium?” 

Mr. Honneus stresses the impor- 
tance of adveriising for this pur- 
pose. “Advertising,” he says, “has 
not kept pace with the growth of 
our economy. We’ve increased our 
unit production since 1940 by 25% 
and reduced our advertising in re- 
lation to sales by 30%. Sales are 
bound to suffer when this hap- 
pens. 

“Advertising, whether domestic 
or foreign,” Mr. Honneus points 
out, “can best be understood if it 
is regarded as a definite tool of 
management, as a part of the nor- 
mal distribution expense of a bus- 
iness. 

“By and large, modern advertis- 
ing is generally recognized as es- 
sential to the steady growth of a 
mass production civilization, and 
as more areas of the world become 
industrialized, the need for adver- 
tising as a selling force grows 
enormously. 


ws “The Export Advertising Asso- 
ciation,” Mr. Honneus continues, 
“recently completed a survey 
among 1,000 exporting companies 
in the United States. Three hun- 
dred of them replied, ranging in 
size from some of the country’s 
biggest, to several of the smallest. 
The majority of these 300 com- 
panies spend 5% or less of their 
total foreign sales for export ad- 
vertising—a smaller amount than 
most of their parent companies 
spend percentage-wise for domes- 
tic advertising. 


los Angeles 


“But 82% of these export adver- 


Too Little Advertising by Exporters 
Held a Deterrent to Business Gain 


tisers say they will either main- 
tain their overseas promotions in 
1950 at the same level or increase 
them. The division shows 53% 
‘about the same,’ and 29% ‘in- 
creasing.’ 

“But perhaps the most revealing 
fact of all in this study of export 
advertising attitudes is this: 94% 
of top management was reported to 
be favorable to greater foreign 
sales activity, by a majority of the 
companies replying. This figure is 


Advertising Age, March 20, 1959 


almost a reversal of the trend @ 
10 years ago.” 


s Pointing out that many expoy 
advertising budgets are inade 
quate, Mr. Honneus cites three reg, 
sons for this: 

“1. Too many American com. 
panies,” he says, “feel that th 
prestige of their domestic advyep, 
tising somehow automatically cap 
ries over into the foreign field. Tog 
many of these companies hay 
erected their own mental iron ey, 
tains which prevent them from 
realizing that the whole world js 
their market for the future—that 
we are now at the 50-year mark 
in the 20th century. 

“2. Some export advertising 
managers may not be gearing their 
thinking close enough to that of 
top management. Promotion-mind. 
ed top management knows that 
through the years market difficul. 
ties ‘average out.’ They also know 
that to keep a heads-up position 
in free competitive enterprise, ag. 
gressive advertising and selling 
are required. 

“3. Some export managers may 
be using outmoded methods of set- 
ting up overseas ad budgets.” 


= Mr. Honneus quotes Braxton 
Pollard, advertising manager, in- 
ternational division of the Mon- 
santo Chemical Co., on this point. 
Mr. Pollard stresses that overseas 
advertising budgets should be 
geared to “what you want to ac- 
complish,” and “not just to a per- 
centage of past or future sales, or 
the simple guesswork procedure 
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PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


Only 13 cities 


in TI Southern 


States have newspapers over 


North Carolina 
is one of 
the cities 


a eed 


De 


~The Raleigh — 
NEWS 


and OBSERVER 


If your schedule calls for south- 
ern newspapers of 100,000 circu- 


eZ 2. lation, The Raleigh News and Observer 
al belongs on the list. Here’s the kind of a market it covers: 


* Retail Sales... $687 Million... 29.9% of N. C. Total 


* Food Sales ...$129 Million... 28.5% of N. C. Total 


* Drug Sales ...$19 Million...29 % of N. C. Tota 
(SM Survey 5/10/49) ; . 


Factory reps., salesmen and distributors in this area will tell 
you the influence of The Raleigh News and Observer is tre- 
mendous. They know. They’re on the firing line. 


Ihe Rebia, 


News and Observer 


107,024 MORNING 
110,018 SUNDAY 


(ABC 9/30/49) 


MORNING & SUNDAY > 


The ONLY Morning and Sunday Newspaper published in the 33 
county “Golden Belt of the South” 


REPRESENTED BY THE 


BRANHAM COMPANY 
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EDWARD TUCKER JR. 

DetroIt—Edward Tucker Jr., 
54, advertising salesman in the 
Detroit office of Life, died of a 
heart attack while dining in a De- 
troit restaurant on March 10. 


Before joining Life in 1936, Mr. 
Tucker was national advertising ; 


; 
salesman in the Detroit territ , : ' : 
for rrees ectaai-Sowerd enna - DES MOINES — THE REGISTER AND TRIBUNE STATION — 


) ae ‘ = ? 9 pers. waa REPRESENTED BY THE KATZ AGENCY 
ve | 3 5 1 ; 5 8 PAUL A. ICKES The station with the fabulous personalities and the astronomicol Hoopers 
t é , New YorK—Paul Austin Ickes, 


ud Weed a - ria of the C. L. gee 
in : ; f a 4 , a ; t t eight 

LINES OF ADVERTISING* | pxeieaIEaEes eran 

: ; ' oe — Harold L. Ickes, died 

rye attending schools in Toledo 


LEADI NG ALL NORTH ERN and Los Angeles and the Art Stu- 


dents League in New York, he be- 
CALIFORNIA NEWSPAPERS J (are eee ee oes 
art department of Ruthrauff & 


Ryan, and joined the Miller com- 
pany in 1942. 


o~ : JAMES ANGROVE 

8: @ Because advertisers know how Muwaunee—James Angrove, 60, 
-to- families export manager of the Blatz Brew- 

| to reach the able-to buy 7 ing Co., died here suddenly March 

of Metropolitan Oakland, the Pa- 5, of a heart ailment. 


: : Mr. Angrove, with Blatz since 
cific Coast’s third market. 1936, was a native of Milwaukee. 


Before joining the brewing com- 


rce: Media Records pany, he had been with Harley- 
* Source Davidson Motor Co. for 15 years. 


Greatest home-delivered daily city HARRY M. BOWMAN a 
eS 
P . : . : : RocHEsTer, N. Y.—Harry Miller SN i 
irculation in Northern California since ~ : —_" — 
oe | meg 9 Ree A ge orem Joe, I still say you get the best ‘strip’ job in Chicago 
1939. Tool Corp., died March 8. He had at Lake Shore Photo Engraving Co.” 


been with Consolidated for 30 
years before retiring in 1945. Our “‘strippers’”’ work day and night, too. 


L\ 4 Appoints Kenneth Krichbaum LAKE SHORE 
akl an al = 1 un Kenneth L. Krichbaum, author 

UDOCATED FACED WIREPROTO... 100 WORLO  UOITED PREDT, Cmieaee BAILY BEwS venice saarice ot ge yO — ba a a | oTo E NG He AVI N G co. 

3 -—— CRESMER & WOODWARD, INC. — television activities of Lang, Fisher We, too, can give you flush mounted plates 
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president. 


IN 1949, THE OAKLAND 
TRIBUNE CARRIED 
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RETAIL GROCERY LINAGE CARRIED 
BY CHICAGO NEWSPAPERS IN 1949* 


CHICAGO DAILY NEWS......... 1,602,691 
DAILY HERALD-AMERICAN ............. 975,435 
EE savage sec secessecwenys 539,417 


Ce CS ECee ee SE 6 ¢ 6.6.0.0 6.9 © € @ 


*Liquor Linage is included in the 
above figures despite the fact that 
the Daily News does NOT car 


SOURCE: MEDIA RECORDS 


CHICAGO DAILY NEWS 


For 74 Years Chicago’s HOME Newspaper 


JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


* NEW YORK OFFICE: 9 Rockefeller Plaza ¢ MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N.E. Second Avenue 
* DETROIT OFFICE: Free Press Building * LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Building 
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